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The Texas Company installation at Lub- 
bock, Texas employs eight BiRotor Meters 
below the rack with automatic Quantrol 
Counters at a remote location above the 
loading deck. 
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At Albuquerque, New Mexico, The Texas Company installation uses 


, % eight vertical line-supported Brodie BiRotor Meters located below 


the rack with ticket-printing Brodimatic Counters and Shock-free 
Quantrol Valves above the loading platform. 


with BRODIE BiRotor METERS and 
SHOCK-FREE QUANTROLS 


Leading the trend toward simplified piping, and safer, 
cleaner loading-deck areas, Brodie BiRotor Meters 
lend themselves to complete flexibility of installation 
for every piping requirement. Brodie BiRotor Meters 
can be line-supported in either vertical or horizontal 
position, beneath the rack, and out-of-the-way of 
traffic and working areas. Elevated above the deck 

. . remote from the meter itself... are Brodimatic 
direct-reading and recording counters connected to 


Shock-free Quantrol valves providing remote auto- 
matic quantity control for exact pre-set gallonage 
transfer. Unobstructed eye-level readings above load- 
ing deck contribute to greater accuracy, control and 
convenience of the operator. The result is faster safer 
loading of more gallonages in less time. 

For sustained accuracy, low maintenance, instal- 
lation flexibility and safety, investigate Brodie Bi- 
Rotor Meters, today. 


RALPH N. BRODIE COMPANY « Sen Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, tl. 221 9th Ave. N. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN Att 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 
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If you're asking about 
the WHITE 9000... 


ithe Greatest! 








TEXAS CONSOLIDATED TRANSPORT CO., Houston 
has wonderful re on White 9000 operation: i : 
nase hepeatig ows 2 gal saabend DRIVERS everywhere like the White 9000 because of the way 


schedule time... higher mileages per yeor... it handles...its wonderful power...and its arm chair comfort. 
bigger payloads. ‘ : 
There are important advantages, too, in payload, fuel eco- 


nomy and faster schedules that mean extra earning power 
for operators everywhere. 


Why not investigate America’s most profitable highway 
tractor without delay? 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 





FOR MORE THAN 55 YEARS THE GREATEST NAME IN TRUCKS 
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Mobil Pays Off—in Se sormance and Protection 





SOCONY MOBIL OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 





NEW YORK 17, N. Y.—150 E. 42nd St. « CHICAGO 5, ILIANOIS— E. Va BE uren St. « BALTIMORD 18, MARYLAND—1914 North Charles St. « MI AURTE 3. 

WISCONSIN—907 anes * First St. « KAN SA 8 CITY 13, puss pw * $25 Grand Aves « DETROIT $2, MICHI (GAN—903 West Grand Blvd. + 8sT. LO pUIS 8, MISSOURI— 

4140 Lindell Bivd. « ALLAS 1, TEXAS—Magnolia Petrol Ca. Magno ita Huikiin ae . ANGEL CALIF.—Generat Sonetenes Corp., 612 8. Flower 8t., 
Socony Mobil maintains many other veniently located ice offices’ to give you close and fast cooperation 
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Behind Our Headlines 


Coming at You, Starting Now 


A ROSTER of pretty fine articles has been lined up for 
you in 1957. The first of them are in this issue. 
The most important, perhaps, is one on the multi- 

billion dollar federal highway-building program. It is so 
immense that most oil marketers have found it difficult to 
relate the undertaking to their own business. Here for the 
first time, the meaning of this program to oil marketers 
has been set down in a single report. It’s certainly the 
most comprehensive explanation to date, though we don’t 
pretend it’s complete. There are too many uncertainties, 
variables and imponderables for that. 

Perhaps this will give you an idea as to how big this $50- 
billion project will be. If you take the Panama Canal, the 
Grand Coulee Dam and the St. Lawrence Seaway—each 
a colossus individually—and roll them into one giant con- 
struction program, the money involved in the federal high- 
way program would finance 30 such projects. 

Our report, which starts on page 58, was prepared by 
Dick Schroeder. Dick engaged in wide-range reporting to 
obtain the material. Quite a bit of it came from some of 
the major oil companies; a few of them have developed ex- 
tensive information, and they were generous in making it 
available. There’s a general feeling that the program will 
have such a profound impact on oil marketing that the 
industry will be better off if marketers are set to cope with 
it. 

Then there’s a piece on how to knock down your income 
tax bill /egally. We think it can be of considerable use to 
more than independent business men. Major company 
employes who work with distributors—jobbers and con- 
signees—will find some shrewd advice to pass along. 

The authors know their stuff. They’re Dan Holefca, tax 
expert, and Joe Hadley, an attorney who is executive sec-* 
retary to the Michigan Petroleum Assn. Their article starts 
on page 76. 


Beats We're Proud Of 


oo month our famous Green Section contained two 


noteworthy “beats,” a newspaper term for getting 
news ahead of the competitors. Both were in “Ahead of 
the News”, our look-ahead feature. One was about Sun 
Oil’s decision to extend the use of five grades of gasoline 
throughout its marketing area. The other was Texaco’s 
decision to hold to two grades for the time being, but to 
upgrade its premium. 

We are proud of them because NPN obtained them at 

least two weeks before any other publication. 
FRANK BREESE, Editor 
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How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the : 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


A - 
SINCLAIR 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 





B.EGoodrich 


Strongest, safest hose for 
aircraft fueling and defueling 


N°? danger of burst here! That’s the 
strongest, safest aircraft hose 
made. It’s B. F. Goodrich Type 40, used 
by Allied Aviation Fueling Company 
at New York International Airport. 

Every known safety feature has been 
built into this hose. Two braids of 
rustproof, stainless steel wire, plus one 
of cotton, give extra strength without 
making the hose stiff and bulky. Every 
length is factory-tested to 1000 pounds 
psi. The recommended working pres- 
sure is 250 pounds. 

The special braid reinforcement pre- 
vents collapse or permanent kinks even 


8 


when strong suction is used in defuel- 
ing. Safe and sturdy as it is, this hose 
is also flexible, easy to handle. It keeps 
its full round shape at all times, and 
the 2-inch size permits fueling as fast 
as 200 gallons a minute. Hose handles 
either high octane aviation gasoline or 
jet fuels without swelling. 

The cover is smooth, no ridges to 
snag on rivets or sharp edges. And 
it’s tough — oil and gasoline won't 
hurt it, nor will exposure to all sorts 
of weather. 

B. F. Goodrich aircraft fueling hose 
meets all NFPA proposed specifica- 


tions as tentatively approved by the 
CAA, major airlines, and insurance 
underwriters. Call a B. F. Goodrich 
distributor for more information, or 
write B. F. Goodrich Industrial Products 
Company, Dept. M-835, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Trading Stamps and the Courts 


To THE EpITorR: 

The article entitled “Fair Trade: 
What Is Its Future” (NPN—Dec. ’56, 
p90) indicates that the issuance of 
trading stamps constitutes price cut- 
ting in violation of the “Fair Trade” 
Acts in New York and Connecticut 
and that it seems to constitute price 
cutting in Massachusetts, New Jersey 
and Pennsylvania. 

The writer of the article, I believe, 
was misinformed. 

In Pennsylvania, the Supreme Court 
has squarely held . . . that the issuance 
of trading stamps does not cut price in 
violation of the Pennsylvania Fair 
Trade Law. 

The Supreme Court of New Jersey 
. . . held that trading stamps did not 
have the effect of reducing prices in 
violation of the New Jersey Motor 
Fuels Act. While this case did not deal 
with the New Jersey Fair Trade Act, 
its reasoning applies with equal force 
to that act. 

In Massachusetts, the question has 
not yet been decided, but is present- 
ly being submitted to the Supreme 
Judicial Court .. . 

In Connecticut, the question has 
never been considered by the highest 
court of that state. 

In New York, while it is true that 
the Court of Appeals. . . has held that 
the issuance of cash register receipts 
constitutes a price reduction in vio- 
lation of the Fair Trade Act, no rul- 
ing has been made by that court which 
deals directly with trading stamps. 

WILLIAM S. BEINECKE 

Vice President and General Counsel 
Sperry and Hutchinson Co. 

New York 


NPN’s original information was ob- 
tained from well-qualified oil company 
lawyers. The inclusion of Pennsylvania 
in our list was an error. In New Jersey, 
the situation is up in the air. Some oil 
marketing lawyers take the opposite view 
from Mr. Beinecke’s. 

We believe our information on the 


situation in Connecticut, Massachusetts 
and New York is correct. A federal court 
in Massachusetts and a lower court in 
Connecticut held that trading stamps vio- 
late fair trade laws of those states. In the 
New York decision Mr. Beinecke refers 
to, the judge assumed “no essential 
difference” between trading stamps and 
cash register receipts. 

For more on trading stamps, see stories 
on pages 95 and 111. 


Fair Trade 


To THE EpITor: 

I would think the article on fair 
trade was very fairly presented. I wish 
I had time to take the stump for it 
because I still feel the leaders in in- 
dustry don’t understand the opportun- 
ities. 

This is a legal way to put some sta- 
bility in the service station dealers’ 


marketing without making the whole- | 
sale business non-competitive. There | 


is nothing to keep a powerful market- 
er from fair trading at a price which 
could eliminate the less efficient whole- 
sale marketer. 
I am delighted that you used the 
famous Bairnsfather cartoon. 
DwicHTt T. COLLEY 
Vice President and 
General Manager, Marketing 
The Atlantic Refining Co. 
Philadelphia 


Duping the Dealer? 
To THE EpITor: 

I was quite interested in your article 
on the “Key Dealer” program to up- 
grade dealers (NPN, Nov., p94). 

Like every other promotion to “up- 
grade” community appreciation of the 
dealer, it requires that he give still 
more free service. This notwithstanding 
the fact that the free service which 
he is already giving is not only un- 
appreciated but has lowered his social 
standing to that of the most menial, 
and compounds that indignity by 
making that service unpaid. 





COMING UP IN NEXT MONTH’S ISSUE... 


@ How to get more out of your advertising program 


@ How a jobber saves by incorporating each of his stations 


@ How electric heat maps its campaign for home accounts 
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EVER-TITE 
Standard Adapter 
and Coupler 


Your 










EVER-TITE 


-the best quality 
QUICK COUPLINGS 





















You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 























































































EVER-TITE Dust Protectors 
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Letters 


Such programs serve to deflect leaving duped dealers with charity in men are on the payroll. If they paid 
dealer organization efforts away from their hearts to do the work. each man $80 a week, the total yearly 
programs which upgrade their dignity WALTER F. FAXLANGER payroll would be around $150,000. 
as “independent merchants,” raise Secretary, We have never before heard of a serv- 
their income, better their working con- Buffalo and Suburban ice station that can pay out one-third 
ditions and raise their morale against Gasoline Retailers Assn., of its sales in salaries alone. Yet this 
company dictation. They substitute Williamsville, N. Y. station pays its key employes much 
programs which sidetrack their efforts sa more than $80. 
to fields of charity work already well Payroll-itis If this is not what the writer meant, 
served by civic, church and fraternal TO THE Epitor: he should have clarified his facts, 
groups to which they already belong. Your Sam Reeve story in the Octo- for these are the facts that any busi- 

They build ‘‘key dealers” to take the ber issue (p108) prompted this letter. nessman is interested in. 
bows and attain local leadership, We gather from the article that 36 Guy SUTTON 
Sutton Service Station 

Rochester, Pa. 


Reader Sutton is right. NPN failed to 
point out that only 22 of Reeve’s 36 
employes work full time. In 1955 
Reeve’s payrol} amounted to $70,637, 
about 16% of gross receipts. 





She Has a Name Now 


To THE Ep!ror: 


Congratulations on the fine story in 
ee eee the November issue of NPN regard- 
Also: Model 476-15, _ ing brand identification (page 90). It 

Container Filler. certainly was a comprehensive wrap- 
up of the current move toward new 
signs by so many majors. 

Naturally, we were especially 
amused by the last three paragraphs 
of the article which outlined one of 
the—as you put it—“minor crises” 
encountered because of new product 
names. Shades of The New Yorker. 

We thought you might like to know 
that while Raymond Loewy might 
Here’s the most value-packed have been hard pressed to solve the 
problem of renaming our pin-up photo 
HAND PUMP of “Miss Ty-Doll”, we did so rather 
easily. 
we've ever developed We simply ran a contest among our 
readers and awarded a U. S. Savings 
Bond to the winner who suggested our 
new titlke—“Our Miss America.” Of 
course, the capital A in Miss America 











In TOKHEIM Series 476 Pumps you get 
many “bonus” features usually not found in 
more expensive models. Unique automatic has wings 
; shut-off nozzle is standard. Flexible, syn- 1 wish to could solve all of our 
To install, simply place flexible thetic suction hose with built-in screen, and 


hi thr: h pre-fixed ad ir, PO- obl m S$ easi y as this. 
ose through pi apte pr ems a ] 


lify i ion. i i a : p 
Prd gn agppmpnaaen _Rugged, Semwsign, Divisional Public Relations 
phenolic resin housing is assembled by snap- Supervisor 
onclamps to speed service—prevent leakage. . ; 
. ‘ : Tidewater Oil Co. 
Dependable, double-action pumping delivers New York 
12 g.p.m. Vacuum breaker speeds drainage. 
Two models: 476-7, Hose and Nozzle; 476- Emerson Said It 
15, Container Filler with non-drip spout. 
Investigate new Series 476 Hand Pumps— To THE Error: ‘ : 
, as a business builder—for your own require- I was very much interested in your 
Built-in automatic shut-off on the 


nozzle warns operator when tank ments. See your Tokheim representative! article about Dan Hunt's multi-brand 
is full. Prevents spillage! operation (NPN, Dec., p96). This only 


General Products Division goes to prove that Emerson was right 


TOKHEIM CORPORATION when he said we don’t accomplish 
DESIGNERS AND BUILDERS oF SUPERIOR EQUIPMENT more because we don’t undertake 
1650 Wabash Ave. SINCE 1901 Fort Wayne 1, ind. more 
Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Shelbyville, indiana ’ 
Factory Branch: 1309 ‘Howard Street, San Francisco 3, California GALEN E. WILSON 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario Galen E. Wilson Petroleum Co. 


Saginaw, Mich. 
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No time at all— 





it's a Dry Charge Delco Battery! 


You know the type! Battery goes dead; 
they want a new one that can be 
installed and rarin’ to go in five minutes 
or less. 


Well, now you can sell ‘em just that— 
in the new Dry Charge Delco! The 
battery that's stored bone dry. The 
battery that's activated to full, fresh 
power the instant you pour in the elec- 
trolyte (which comes in handy, dispos- 
able containers for easy storage). No 
booster charge necessary. It's the bat- 


GM 


tery that can't get old before it’s sold! 


You can stock Dry Charge Delco bat- 
teries in odd sizes, too, stacked atop 
one another in their rugged new car- 
tons. They'll keep indefinitely, and 
you'll never miss a sale. 


TUNE IN ON TV 
"Wide Wide World” spectacular: NBC Network. 


ON RADIO 
Lowell Thomas Newscast on CBS Network. 
See local listings for time and station. 


GENERAL MOTORS LEADS THE WAY—STARTING WITH DELCO BATTERIES 
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JOHN P. AHERN, owner of Signal Super 
Service Station. 


in he ani i tet 








Pr Med woe 
es 








“Our Salional Full-Shelf System 


saves us ‘4,000 a year... 


pays for itself every 8 months!” 


“A National Full-Shelf Control Sys- 
tem is the key to successful service 
station operation,” writes John P. 
Ahern, operator of the Signal Super 
Service Station. ‘‘The instant we in- 
stalled a National Register, we were 
able to obtain the type of information 
which enabled us to earn greater 
profit. 

“Our National System provides us 
with an accurate record of all trans- 
actions. It provides printed totals of 
all cash and charge sales as well as 
total sales of gas, oil, TBA, etc. This 


simplifies our bookkeeping and elimi- 
nates costly inventory losses. Cash 
shortages or other discrepancies can 
be traced immediately. Now we're 
sure of orderly and efficient control 
of money, merchandise and labor. 
“We find that the increase in over- 
all efficiency made possible by our 
National System saves us $4,000 a 
year! In other words, it pays for itself 
every 8 months. In my opinion a 
National System is the wisest invest- 
ment a station operator can make.” 
Your station too can enjoy the 


THE WATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


— eel 


INDIVIDUAL CASH DRAWERS in this National add extra control, 
raise employee morale. 


—Signal Super Service 


2102 S. Sth St., Las Vegas, Nev. 


greater security and increased effi- 
ciency made possible by a National 
System. Nationals soon pay back 
their cost, then start earning money 
through the savings they make for 
you. For full information, consult 
your nearby National representative. 
His number is listed in the yellow 
pages of your phone book. 
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Money-Making Ideas 


About teletype credit checks . . 


. better door jamb 


stickers . . . station-opening gimmicks . . . merchandise 


certificates ... discount systems to sell the farmers... 


A teletype hook-up to the local 
credit bureau is now speeding up the 
processing of credit applications at 
one of Standard of Ohio’s division 
offices. The division office can clear as 
many as 100 applications a day with 
the credit bureau by means of the tele- 
type service. 

$ 


Another improvement in door 
jamb stickers has been devised by 
Tidewater Oil Co.’s West Coast divi- 
sion. A printed list of 13 key services 
is divided into mileage groups accord- 
ing to the recommended mileage inter- 
val for each. Space is provided op- 
posite each item to write in the speed- 
ometer reading in the usual way. Thus 
the sticker provides the usual record of 
service performed, plus a ready index 
of the principal mileage intervals. 


$ 


A local newspaper in Crosby, N.D., 
runs an aerial photo of an unidentified 
farm in each week’s issue. The first 
person who calls in and correctly iden- 
tifies the farm gets an assortment of 
prizes from local merchants. One of 
the prizes is a free lube job at a sta- 
tion run by Carter dealer Ronald Hat- 


tel. 
$ 


An easy way to make money with- 
out any labor cost has been worked 
out by Fred Fox, a Standard of In- 
diana dealer in Des Plaines, Ill. He 
took a poll of his customers to find out 
how many might be interested in wash- 
ing their own cars, using his rack and 
equipment. Many of them liked the 
idea and paid him a $1 per car for 
rental of his facilities. 


$ 


There are always some car owners 
who like to do their own battery 
charging, thinks Exide. So the com- 
pany has brought out a line of bat- 
tery boosters, ranging in price from 
$17 to $30, and suggests that service 
station operators sell the boosters to 
“do-it-yourself” addicts. 


Some new wrinkles for opening-day | 


promotion, thought up by Union Oil 
partners Lienweber and Anderson, 
Colfax, Wash., could be used any- 


where. They included a prize for the | 


first man’s name and the first woman’s 


name drawn and a special prize of an | 


electric alarm clock to the first woman 
to come into the station with her hair 
in curlers. Another stunt might be a 
little difficult for some station grounds: 
A 30-ft. single-hole golf course was 
laid out with a tank manhole cover 
for the cup. A hole-in-one earned a 
prize. 


$ 


One way to reach a large market 
has been worked out by J. K. Jackson, 
who runs a Humble station in Wichita 
Falls, Tex. To help a local industry in 
a campaign to cut down accidents, 
he sold the company 50 merchandise 
certificates at $5 each. The certificates, 


good for $5 worth of free products or | 
services at Jackson’s station, are passed | 
out by the company to employes who | 
go two weeks without an accident. All | 


it cost Jackson was $1 for printing. 


$ 


Atlantic Refining Co. reminds all its 
dealers to avoid getting grease or oil 
on the steering wheel of a customer’s 
car. Costly damage can be done to 
some of the newer wheels that are 
made of a new kind of plastic. The 
plastic is susceptible to permanent 
staining from any petroleum lubricant. 


$ 


Commission agents and jobbers 
handling Continental’s products are 
offering their farm customers a new 
discount inducement for advance or- 
dc:s. It’s a sliding scale of cents-per- 
gallon and per-pound discounts on 
Conoco motor oil and grease. Start- 
ing at 4¢ gal. discount for motor oil 
to be delivered in January, the dis- 
count declines by 1¢ a month until 
April. The grease discount begins at 
i¢ Ib. for January and drops by 0.25¢ 
a month to April. 
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End Gauge Troubles 
itll: 


NELSON 


Eguamatie* 
TIRE INFLATOR 
RUGGED FORTRESS WALL 


dropping, banging can't hurt it! 


RUGGED REGULATOR SPRING 


stays accurate, dependable 
for years! 


@ RECALIBRATE IT 


RIGHT ON THE AIR LINE 


no cartridges to buy, nothing to 
return to factory. 


Only a NELSON Equamatic inflator offers 
money-saving dependability plus time- 
saving automatic inflation (just dial the 
pressure you want—get it automatically). 
Why settle for less? See your jobber now, 
or write today for free literature. 





*EQUAL pressure in each pair or set of 
tires — AUTOMATICALLY! 


IV hal 4 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 


13 





KAMLOK 


QUICK COUPLERS 


The Fastest, Gafest, 
Gurest Coupling Known 


BRONZE + ALUMINUM + MONEL 
STAINLESS STEEL » SEMI-STEEL 


fe) ide] vale), | 


ERAIN AVE., CINCINNATI 25, OHIO 


OPW 








What They’re Saying 


“The whole multi-grade gasoline 
situation intriques us. Widely varying 
solutions to a common problem pretty 
well refute, it seems to me, the no- 
tion that the so-called majors in this 
business work in collusion.” John A. 
Miller, general marketing manager, 
Esso Standard Oil Co. 


69 


“The country’s needs for energy 
are expanding so rapidly (certainly 
more than doubling in the next 25 
years) that the ultimate problem is 
not what fuel is going to be crowded 
out, but what can come along to help 
carry the rapidly growing load.” Rob- 
ert E. Wilson, chairman of the board, 
Standard Oil Co. (Indiana) 


69 


“The old horse can be useful, and 
we are wasting and losing a great deal 
of manpower because of the arbitrary 
and obsolete practice of retirement at 
a fixed age level.”” Howard A. Meyer- 
hoff, executive director, Scientific 
Manpower Commission. 


6? 


“Without the oil of the Middle East, 
the Eastern Hemisphere could certain- 
ly survive—but it would do so at a 
very great reduction in its standard of 
living. Then Europe, as well as the 
Middle East, would be weakened and 
disaffected and be a sitting duck for 
Communist infiltration and gradual 
absorption.” Howard W. Page, direc- 
tor, Standard Oil Co. (New Jersey) 
before the Chicago Executives’ Club. 


6? 


“I firmly believe that our industry 
can no longer afford anything less 
than the best public relations program 
possible. This is not a luxury, this is 
a necessity.” Frank O. Prior, president, 
Standard Oil Co. (Indiana) 


69 


“Most of these young fellows that 
we hire today for sales work challenge 
us to prove to them that there is an 
opportunity in selling. They don’t 
seem to have any idea in mind that 
they must prove their ability to per- 
form. Therefore, you can see that we 
cannot treat the sales recruit today 
as the sales recruit of 20 to 25 years 
ago was treated. We have an entirely 
different person to consider today.” 
S. W. ALBRIGHT, sales training direc- 
tor, Armour and Co, 


“Those who believe bigness is an 
unhealthy kind of growth greatly un- 
dervalue a_ significant American 
achievement. Large-scale operations 
can’t be achieved simply by wishing 
or even by merger and purchase. They 
are the result of learning to work to- 
gether in large numbers for the benefit 
each individual.” Robert G. Dunlop, 
president, Sun Oil Co. 


69 


“The dealer, agent and jobber is 
going to have to be convinced that he 
is not an illegitimate, unadopted or- 
phan, but that he actually is a legiti- 
mate and necessary member of the 
petroleum family, and as such will 
cheerfully be given his full share of the 
petroleum profit dollar.” Clint Elliott, 
president, National Oil Jobbers Coun- 
cil. 

69 


“There are no regulations, govern- 
ment controls, restrictions and plan- 
ning that can substitute for the bene- 
fits of the free economy under the 
leadership of managers educated to be 
effective as free men.” Eugene Hol- 
man, chairman of the board, Standard 
Oil Co. (New Jersey) before the 
American Bankers Assn. 


69 


“Our direct concern is to protect our 
own industry’s ability to compete. Oil 
has been enjoying a rising curve in the 
world’s total energy picture, but let’s 
keep soberly in mind that we can ex- 
pect no different treatment than con- 
sumers have given other industries. We 
have benefited immeasurably from 
increasing public preference for oil 
and natural gas against coal.” Hender- 
son Supplee, Jr., president, Atlantic 
Refining Co. 


6? 


“In today’s world, oil and politics 
never can be kept completely separate, 
like oil and water. Modern events 
have created an emulsion. This we 
cannot change. All we can do is accept 
the situation and strive to make the 
necessary relationship a healthy one 
for both sides.” Frank M. Porter, pres- 
ident, American Petroleum Institute 
before the general session. 


READ AHEAD OF THE NEWS 





page 5! 
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Now! Get 
maximum | 
protection 
against collision 
hazards 


This Tokheim Impact Check Valve is 
designed specifically for remote control 
gasoline dispensing systems. 


New TOKHEIM Impact Check Valve 


This new safety valve guards against fire and possi- 

ble loss of product when a dispensing pedestal in 

a remote system is hit. A sharp blow actuates the 

valve and shuts off the flow instantly. It is designed 

with a shear section. In the event the pedestal is 

severed from its mounting, the supply line is 

broken at the shear point, closing the valve in- SIMPLE DESIGN — FOOLPROOF MECHANISM 

stantly before fire has a chance to start. A big im- DEPENDABLE ACTION! 

provement over valves that rely on intense heat for Pendant keeps valve open during normal operation 

actuation! Model 1098 utilizes the same proved- —in no way impedes flow of gasoline. Then, sharp 
i aan 2 telacia bis einen Piilchal blow! Pendant disengages from the poppet stem 

ee ee ee ee ee (above right) closing the valve instantly. 

valves. Externally tamper-proof. Write for bulletin 


showing complete line of Tokheim valves. 
Write, wire or phone today! 


General Products Division 


ee bnacukeeeum eb fuse gee ye Phat eh pai eben 
/ ” ‘@) esigners an vi ors ° uperior Equipment 
for TOKHEIM QUALITY KHEIM 1650 WABASH AVE. Since 1901 FORT WAYNE, IND. 
GASOLINE PUMPS 
Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Shelbyville, ind. 


AND ACCESSORIES Factory Branch: 475 Ninth Street, San Francisco 3, Colifornia 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont, 
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It was the year when the United States won 
the Olympic Games and King Gustave of 
Sweden acclaimed Jim Thorpe as “the most 
wonderful athlete in the world” . . . when the 
“Titanic” d an iceberg ard sank... 
when an assassin’s bullet wounded “Teddy” 
Roosevelt in Milwaukee . . . when the “self- 
starter” was first introduced for automobiles. 





This was a year which Gulf has par- 
ticular reason for remembering, since it 
marked the first time in the company’s 
history that sales of gasoline exceeded 
those of kerosene. 

If you’re going to pick it as 1912... 
you’re 100% right. 


Gulf Oil Corporation 


what year would you say it was? 


This was one of our industry’s early 
years and if you will think of it for just 
a moment you will get some idea of how 
great has been our progress. For example: 
In 1912 the country’s annual crude oil 
production was 222,935,000 barrels. In 
1955 production came to an amazing 
2,484,521,000 barrels! 

This progress is not merely a matter of 
statistics. It has its great significance in 
the contribution it has made to the better 
living of all Americans. We, at Gulf, feel 
with absolute certainty that the future will 
see petroleum bestow even greater benefits 
on our nation’s standard of living. 


Gulf Refining Company 
GENERAL OFFICES: PITTSBURGH, PA. 
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lighted dial face 





JOHN Woop COMPANY . zennet: Pump Division +». m\ © 


JOHN WOOD COMPANY LIMITED 














SALE 











Compatible Fluorescent lighting is a new 
concept in gasoline pumps. The cool, blue 
white of Bennett’s fluorescent lighted dial 
face blends in perfectly with today’s mod- 
ern station lighting. No more spotty yel- 
low-cast dial faces that “fight” with sta- 
tion lights. Bennett’s compatible lighting 
complements the entire station and this 


builds customer traffic, sales and profits. 
And modern engineering makes possible 
a fluorescent light that will start imme- 
diately in the coldest weather. So don’t 
wait—see your John Wood representa- 
tive and have him tell you more about 
Bennett—the only gasoline pump with a 
fluorescent lighted dial face. 












’ oa 
TOTAL § SALE 
Ama att 


GALLONS 








JOHN Woop ComMPANY * Bennett Pump Division + Muskegon, Michigan 


District Offices: Albuquerque + Atlanta + Boston + Buffalo » Charleston +» Chicago + Cleveland + Dallas » Denver + Detroit » Kansas City 
Los Angeles » New Orleans « New York « Philadelphia « Pittsburgh » Rochester + Salt Lake + Seattle » St. Paul +» San Francisco 


IN CANADA: JOHN WOOD COMPANY LIMITED — Toronto + Montreal + Winnipeg + Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘“WOODINTER"’ 














This 5%" high beam lamp has 

its 3714 watt single filament po- 
sitioned at the focal point of the reflector for maxi- 
mum efficiency. Has E-Z Aim Platforms for quick 
daylight adjustment with all mechanical aimers or 
may be aimed by conventional methods. Locating 
bosses (seating lugs) on back of reflector permit cor- 
rect installation in 4001 housing only. 

















This 5%" lamp has a 374% watt 

high beam filament and a 50 
watt low beam filament. The low beam filament is 
positioned at the focal point of the reflector to de- 
liver a greatly improved passing illumination pat- 
tern. The high beam filament delivers light that is 
supplementary to the high beam single filament 
lamp (4001). Low beam filament equipped with 
anti-glare fog cap. Lamp has E-Z Aim Platforms. 
Locating ‘bosses (seating lugs) on back of reflector 
permit correct installation in 4002 housing only. 


TUNG-SOL ELECTRIC INC., Newark 4, N. J. 


Sales Offices: Atlanta, Ga.; Columbus, Ohio; Culver City, = 
Dallas, Texas; Denver, Colo.; Detroit, Mich. ; Irvington, N. J.; 
Melrose Park, Ti; Newark, N. iz Philadelphia, Pa.; Seattle, Wash. 
Canada: Montreal, P.Q 


® TUNG-SOL 


AUTO LAMPS «+ SIGNAL FLASHERS 








SPECIAL INITIAL STOCK 


Four of each type of lamp packed in a case as 
minimum initial stock in keeping with immediate ,, 
service expectations. 
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OIOUNS GETS A MILE 


with ‘every Reo Big V 


| Reports Mr. James P. Gibbons, Jr. 
President, The James Gibbons Company, 
Relay, Maryland— 


“Last March we purchased a model 

A-703 Reo V-8 tractor. We are aver- 

aging one mile per gallon better with 

our A-703 than our entire fleet of 34 

similar units of other makes. It is 
the easiest shifting and easiest handling tractor in our 
fleet and it out-pulls, out-performs all others. 


“Because of the extra power, economy and maneu- 
verability obtained from our first Reo tractor we have 
since then purchased three more V-8 Reo tractors.” 


Reo model A-703s, rated at 78,000 pounds, are only 
96” from front-of-bumper to back-of-cab and are powered 
by Reo’s own advance design Gold Comet V-8 engines. 
These modern short-stroke, wet-sleeve ‘Big Vs” develop 
235 h.p.—a startling 14 h.p. per cu. in. displacement— 
up to 35% more efficient than the industry average. 
Actually, pound for pound, Reo “Big Vs” are the most 
powerful truck engines on the road anywhere. 


Like James P. Gibbons, Jr., you will find that no 
truck will perform on your job like a Reo because no 
truck is built and “payload engineered” to your total 
requirements like a Reo. Only Reo is powered by the 
“Big V” 207-235 h.p. gas or 220 h.p. LPG and all are 
backed by a 100,000 mile or 1 year warranty. 


See your Reo Branch or Distributor for details on 
Reos from 16,000 lbs. GVW to 78,000 GCW with short- 
stroke, wet-sleeve Gold Comets from the 100 h.p. Six 
to the 235 h.p. V-8. Also available with the Cummins 
175 h.p. Turbodiesel. 


The four new Reo A-703 “Big Vs’’—the perform- 
ance champions of the James Gibbons Company 
fleet—help the oldest “Asphalt Application’’ 
Company in Maryland to continue providing the 
state with one of the finest road-nets in the nation. 


REO MOTORS, INC. 


LANSING 20, MICHIGAN ® TORONTO, ONTARIO 





SUBSIDIARY OF BOHN ALUMINUM AND BRASS CORPORATION 
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C-M incentive campaigns open minds to sales 
training because they supply personal, tangible and 
immediate reasons for reading and applying “prize 
winning tips”. They build better working habits 
because they hold the interest of every man until 
he has proved to himself that your methods work 
better. And they get the job done without disrupting 
your entire organization! 


Professional planning relieves 
your executives of a time-consuming, 
one-shot job that could sabotage other 
vital duties ... and gives you the bene- 
fit of experience gained by the nation’s 
oldest and largest incentive service 
company. Just outline your objectives, 
and C-M specialists will have a com- 
plete plan on your desk in less than 
three weeks’ time. Approve it, and our 
staff will go to work on your problem. 









A common sense discussion of some oil marketing facts 


hortcut to 
sales training success 





Cappel, MacDonald & Company 


Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
SALES INCENTIVE PLANS } 


The oil industry’s current emphasis on sales training 
is no accident. Few industries are more dependent on 
the performance of people. 

You are competing in a relatively inelastic market; 
impulse buying or artificially induced obsolescence 
isn’t going to multiply the consumption of petroleum 
products over night. You can cut your prices just 
so far, raise your promotion budget just so high: 

When it comes to improving the performance of 
your people, however, your opportunity is practically 
unlimited! 

Cappel, MacDonald has spent 35 years proving 
that fact to the satisfaction of the nation’s leading 
business firms. We’d like a chance to show you how a 
C-M incentive plan can improve the performance of 
your people, too. 























Self-liquidating prizes include 
more than 1,400 nationally advertised 
products .. . plus luxury trips for 
groups of any size to any place in the 
world. You carry no inventory ... run 
no risk of choosing an ineffective prize 
. .. make no prize investment until 
results have justified the expense. Just 
put your own price on a specific mar- 
keting goal—and pay on delivery! 


Free service is provided by normal distributor and 

travel agency discounts. More than 400 specialists are avail- 

able to plan your campaign, create promotion material, 

arrange travel, buy and ship merchandise, handle every " 
detail. Aside from printing costs, you pay only wholesale 

prices and carrier-resort rates for awards earned. 


Get the facts now! For free hints 
on motivating salesmen, phone the 
nearest C-M office, or write on your 
letterhead for “Who's Selling Who?” 
CAPPEL, MACDONALD AND COMPANY, 
Dept. H-1, Dayton 1, Onto. 








Featuring Air Travel on... 


£ Mb AMERICAN AIRLINES 
i @rran american 
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You get 


best rust 
protection 


from 


ann. 


There’s more zinc phosphate on every rust-inhibited US Steel container — both inside and out. 
This extra protection gets your product to your customers cleaner, and keeps it that way 
longer, because US Steel’s extra thickness of zinc phosphate guards against rust even after the 
container is open. 

Profit from these 5 US Steel extras, too: 


@ Widest container variety—from 2'/:-gal. pails to 55-gal. drums, including stainless. 


© Eye-catching containers — your containers not only ship your product, but adver- UNITED STATES STEEL PRODUCTS 
tise it, too — when color-decorated by US Steel. 


© Job-tallored fittings — a wide selection of fittings to choose from, others available oivision 
to order. UNITED STATES STEEL CORPORATION 
@ Prompt container delivery — «a 7-point factory system gives you next-door serv- 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ice enywhere — any time. Les Angeles and Alameda, Calif. * Port Arthur, Texas 
@ Longer container life—extra rust protection allows more safe refillings per container. Chicago, Ill. * New Orleans, Lo. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS @® 


U Nit &é& Oo S 1.2 & eS: SS ¥ BB 
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leading dealers everywhere choose 


ARO LUBE EQUIPMENT 


Go modern . . . go ARO! That’s the trend everywhere today 
among profit-minded service stations, garages and car dealers! 
Switch to ARO Lubricating Equipment for the most advanced 
features to save steps, time and effort on every lube job... 
plus look-ahead styling . . . plus Aro-engineered depend- 
ability. You’re missing a lot unless you have Arolube equip- 
ment . . . today’s top moneymaker in lube service. See your 
Automotive Wholesaler. 


AROLUBE SERVICE REELS save space 
... speed service ... step up customer- 
appeal and profits! Easily installed in any 
combination of units for chassis, gear, 
motor oil, air, water, automatic trans- 
mission service. Go overhead to get ahead! 


THE ARO EQUIPMENT CORPORATION 
Bryan and Cleveland, Ohio 


Aro of California, 3141 S. Grand Ave., Los eles 7, Calif, 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 








LUBRICATING 
EQUIPMENT 
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Two Marlow Model 34EL-15 self-priming pumps 
speed flow of regular and Ethyl gasoline to 
loading racks shown in background. 


The pumps supply gasoline to the loading racks 
at the rate of 220 gallons per minute through 
90 feet of three-inch line. 


aps Tae adi 
oy eta Fae 
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Blending Plant Boosts Capacity 


Loads 60,880 Gallons Into Transports 
Per Eight-Hour Day 


O pEssA Blending Plant of Wickett Re- 
finery Co., Wickett, Texas, is a bulk 
plant selling to independent dealers. The 
plant blends its own gasoline and 
handles 800,000 gallons per month. Raw 
naphtha is blended with casing head gas- 
oline, lead and dye to produce regular 
and Ethyl grades of gasoline. Two Mar- 
low self-priming pumps are used to speed 
gravity flow from seven above-ground 
storage tanks. One pump handles about 
500,000 gallons of regular gasoline while 
the other is pumping 300,000 gallons of 
Ethy] gasoline. 

The pumps, installed by W. L. Somner 
Co. of Odessa, Texas, have been in oper- 
ation for three years without any service. 
The plant has loaded 60,800 gallons of 
gasoline into transports in an eight-hour 
period with the two Marlows. These 
pumps load at the rate of 220 gallons 
per minute through 90 feet of three-inch 
line, pumping from any one of the bulk 
plant’s seven 21,000 gallon above-ground 
storage tanks. 
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Marlow makes a complete range of 
self-priming pumps for handling petro- 
leum products from bulk plants, delivery 
trucks or transports. 

For complete information, write today 
for Bulletin PM-06 with the name of 
your nearest Marlow dealer. 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, Illinois Longview, Texas 
In Canada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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THESE ’57 CHEVIES TURNED THE 


TOUGH ALCAN HIGHWAY INTO A TURNPIKE! 


They took the “‘teeth” out of North America’s 
toughest truck run in an amazing display of 
stamina and dependability! The Chevrolet 
Alcan test called for great truck components 
. . . and here they are, the same modern fea- 
tures you’ll get in your 57 Chevy! 

Modern high-compression 6’s—a time-proved 
Chevrolet truck 6 made the tortuous Alean High- 
way test look easy ... registered a high 18.17 
miles per gallon! 

Short-stroke V8 power—with the shortest stroke of 
any truck V8’s, new Chevy engines stand first in 
their field for efficient load-pulling! Their great 
performance in Alaska proved it! 

Safe, sure brakes now Alcan proved—in medium- 
duty models, Hydrovac power brakes* supply up 
to 85% of the braking effort! Powerful Air- 
Hydraulic brakes* gave peak stopping power in 
heavy-duty models! 

Unit-design cab and body construction—Chevrolet 


truck cabs and bodies remained tight and solid on 
Alcan bumps, showed that they’re built to last! 
Rugged Synchro-Mesh manual transmissions—they 
displayed never-say-die durability .. . came through 
with smooth, flexible, trouble-free performance! 


Revolutionary Powermatic transmission * — Drivers of 
heavy-duty models reported shift-free driving ease 
on Yukon grades, safer downhill hauling with the 
hydraulic retarder! 

Sturdy frames and long-leaf springs—these brawny 
chassis components proved they can take it when 
the going is roughest . . . took the Alcan’s worst 
with strength to spare! 


These Alcan-proved Task-Force 57 features and 
others like them (such as extra-heavy rear axles, 
mighty Triple-Torque tandem options, and new, 
improved tubeless tires) are ready to tame your 
tough truck runs too! Boost your hauling profits by 
seeing your Chevrolet dealer soon! . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 

*Optional at extra cost. 


1957 CHEVROLET TASK-FORCE TRUCKS 


PROVED ON THE ALCAN HIGHWAY...CHAMPS OF EVERY WEIGHT CLASS! Vcnevao.er f 
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THIS TAG SELLS BATTERIES... 
WITH A PROFIT / 














NEW PLASTIC RIBS GIVE 
GREAT MECHANICAL STRENGTH 










New plastic discovery assures batteries of 
faster starting power ... and faster sales. 










The tag that Tom Henderson is holding fits on the 
battery post easily and quickly. 

It identifies a battery that uses the sensational 
new plastic discovery—separators with plastic 
. ribs that deliver greater cranking speed even 

in winter. 
‘Tom Henderson, the famous cartoonist, 
is illustrating a series of Saturday Evening 
. Post ads for new U. S. Sentinel Battery 
Separators that are sure to attract the 
attention of millions. Tell your suppliers 
to stock you with batteries that carry 
the U. S. Sentinel tag... because that’s 
exactly what car owners and truck 
operators will be looking for. United 
States Rubber, Rockefeller Center, 
New York 20, N. Y. 


Electrical Wire & Cable Department 


January, 1957 + NATIONAL PETROLEUM NEWS 27 































“Complete Satisfaction 


caused me fo specify equipment 


again in my new service station”’ 


States HERSCHEL A. MOSS 
Herschel A. Moss Service Station 
Evansville, Indiana 


“New Lincoln Lubricating Equipment gives me a real 
‘sales package’ for lube jobs. Customers like its smart 
good looks—! like the efficient job it does. And the time 
| save with Lincoln lets me handle more jobs. That’s why 
I specified it again—in my new station.” 


(signed) Herschel A. Moss 


new station or modernization... specify Linco/n 


Lincoln StylEngineered Lubrication Equipment 
puts you handsomely ahead of competition . .. 

for years to come! Get your free copy of our new 
booklet, “Path to Profits In The Lube Room.” 
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To LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Ave., St. Lovis 20, Mo. 


Please send me free booklet “Path To Profits In The Lube Room.” 
MAIL THIS COUPON 


TODAY 


® 
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e 
* 
a 
* 
e 
4 
s 
© 
oe 
2 
Ld 


January, 1957 + NATIONAL PETROLEUM NEWS 





Bright, clean stations like this 


get extra drive-in appeal with DULUX'! 


Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 
Enamel gives pumps and buildings the long-last- 
ing eye appeal that attracts customers. 


DULUX Enamel is chemically formulated to 
resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh 


and bright . . . gleam anew after every wipe-down. New Du Pont Masonry Block Paint Primer 
Why not let DULUX work for you? Make sure LN Tee et cee TT 
For a sales- winning finish on service stations made of rough- 


your stations get the extra drive-in appeal, the textured materials like concrete block, cement block and cinder 


extra protection of a Du Pont DULUX Finish. block, you can’t beat new Du Pont Masonry Block Paint Primer! 
pos : It smooths rough surfaces efficiently and economically —gives a 
Send for fi ree descriptive literature... uniform heavy base coat that actually fills holes and irregularities 


in porous surfaces. Top coats go on ‘fast and easy, look smoother, 
E. I. du Pont de Nemours & Co. (Ime.) . . - Finishes Division, give your stations the long-lasting eye appeal that pulls cus- 


Room 7010, Dept. NP-71 ... Wilmington, Delaware tomers in, 


Petroleum Industry Finishes 


Du Pont has the right finish for every petroleum-industry need 





ROADWAY EXPRESS 


Vice President Emerson W. Swan and Maintenance 
Director W. E. Larkin, (right) examine one of Roadway's 
newest trailers equipped with General Air Springs. 


allow us to build more ae ae 
cube capacity into our trailers” MILLIONS OF MILES 


Lower maintenance costs, higher profit payloads BG RS 


and greater cargo protection are three big reasons 

why Roadway Express of Akron is specifying 

General Air Springs on all new equipment. 

“Our standardizing on General Air Springs,”’ says 
Mr. Larkin, “is part of our constant effort to provide 
customers with the most modern, best performing 
equipment on the highways.” 

Discover today for yourself how General Air Springs 
can help cut costs, build profits all along the line! 


Like Roadway Express... 
Specify General Air Springs 
for Greater Payload...Greater Safety! 
AIR SPRING 
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isn’t THIS what you want in an 
--» UNDERPUMP CHECK VALVE? 


SERVICE, above all? Full-flow without vibration or 
4111 ¢ 1%” ball restriction? Positive seating? And don’t you want full 

check valve and easy accessibility for service? We’re sure you do 
... and we're sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 
NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


Ses LOW PRESSURE DROP 
New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
ee reduces pressure drop well below that of conventional 
; disc or poppet designs. (See graph.) Cast guides, inside 
WRITE FOR FULL DETAILS AND SPECIFICATIONS “He body, guide the ball as it lifts from seat. 
BUCKEYE IRON & BRASS WORKS, Dept. N Available in several combinations for connection 


Box 883, Dayton 1, Ohio so ee see ca 
go "| ae 


QUALITY VALVES & FITTINGS 
FOR THE Ol AND AVIATION INDUSTRIES vo (eo ve 
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Model NALR => 
NEW “Angle-Lume” Rapid Start 


High Intensity 
=u Model AIR 
Area Illuminator, Rapid Start 
1000 ma. 4 or 6 fixture, 


open faced 
or Plexiglass sed. ted on 
Model HSP Hinged Pole. 


<= Model NAIR 


NEW Area Illuminator, Rapid Start 


800 ma. 4 or 6 lamp fixture, open 
faced or Plexiglass enclosed. Mounted 
on Model HSP Hinged Pole. 





Distributors 
in ALL 
Principal Cities! 


Available in any length 
in increments of 2-feet. 


* Model AL 


““Angle-Lume” Slimline Fixture 
Available in any length in increments of 
2-feet. 


Adjustable Mounting 
Brackets on ALL 
Angle Fixtures! 


* = Model RSF 
Rapid Start Flat 


Whiteway’s high performance fixture 
utilizing 1000 ma. lamps and ballasts. 





a 


WRITE, NOW, FOR 
FREE CATALOG! 
If you need lighting, you need White- 


way’s new catalog showing the best. 
WRITE TODAY! 























MANUFACTURING COMPANY 
1736 Dreman Ave 


PIONEERS IN FLUORESCENT OUTD 





January. 1957 + NATIONAL PETROLEUM NEWS! 


HTING 


'Gilsidialslcliae ee eOlalie 


EQUIPMENT FOR P 




























A sign 
Butler 


Butler Aluminum Transports are 
designed and built to give years of 
dependable service and hundreds of 
thousands of miles of top payload 
performance. But when accidents 
happen or trouble strikes, you can 
be sure of quick, factory-quality re- 
pairs at any of Butler’s authorized 
service stations. Each station has 
been especially set up for aluminum 
repairs — to get your transports 
back on the road fast and help you 
take full advantage of the profit- 
power of Butler aluminum. 














































ALUMINUM WELDING KNOW-HOW—Shop personnel are 
thoroughly trained in the latest aluminum 
welding techniques used by Butler, world’s 
largest manufacturer of aluminum transports. And 
Butler’s engineering department is ready to offer as- 
sistance and advice on every job. 


MODERN FACILITIES — Specialized equipment and the 
latest repair facilities insure fast, dependable repairs. 


BUTLER QUALITY STANDARDS — Butler’s wide experience in 
aluminum transports has helped set the standards 
that must be met before a repair shop is approved. 
Frequent Butler inspections insure that standards 
are maintained. 







































FOR FAST, DEPENDABLE ALUMINUM 
TRANSPORT REPAIRS, CONSULT THE 
LISTING ON THE OPPOSITE PAGE 


a 






a 


0 


















BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 

954 Sixth Avenue, S.E., Minneapolis 14, Minnesot 

913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 


Manufacturers of Oil Equipment + Steel! Buildings 
Farm Equipment + Dry Cleaners Equipment 
Outdoor Advertising Equipment - Special Products 


Factories at Kansas City, Mo. * Minneapolis, Minn. 
Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. 
Houston, Tex. * Burlington, Ont., Canada 


GO ALUMINUM FOR TOP PROFITS 
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of extra value in 
Aluminum Transports 


This sign is going up at 20 strategically located service stations which 
provide specialized, Butler-approved aluminum repair facilities 


MOORHEAD yy 


MINNEAPOLIS 
IOWA CITY 


OMAHA xy « 
*x 


KANSAS CITY 


EL DORADO 


2 


FORT WORTH 


HOUSTON 


x 


WEST SPRINGFIELD, MASS. 


TONAWANDA, 


i eiconum 


ie 


xs 


NEW ORLEANS 


BIRMINGHAM 








BIRMINGHAM, ALA. 
Butler Manufacturing Company 
Avenue W, Ensley 
Birmingham 6-5181 


EL DORADO, ARK. 
Dickson's haw | Company 
1000 West Hillsboro 
UNion 3-4121 


MIAMI, FLA. 
Truck & | Seeiement Service 
1350 N.W. 42nd Avenue 
NEwton 4-0551 


INDIANAPOLIS, IND. 
Midwest Tank & Mfg. Co. 
2075 South Belmont 
MArket 9326 





OWA CITY, IOWA 
By am Sales & Service 
8 South Riverside Drive 
Phone 8-3691 


NEW ORLEANS, LA. 
Truck Equipment Company 
2923 Tchoupitoulas or 

TWinbrook 1-5824 


WEST SPRINGFIELD, MASS. 
Brown Equipment & Mfg. Co. 
325 Memorial Avenue 
Phone 6-1849 


MINNEAPOLIS, MINN. 
Butler Manufacturing Company 
900 Sixth Avenue, S.E. 
FEderal 3-8111 


MOORHEAD, MINN. 


Northwest Oil Equipment Co. 
1619 First Avenue North 


KANSAS CITY, MO. 


Butler Manufacturing Company 
7400 East 13th Street 
BEnton 1-7400 


OMAHA, NEBR. 


Transport Repair Service, Inc. 
2811 North 22nd Street 
ATlantic 3286 


TONAWANDA, N. Y. 


Gomes Oil Equipment Co., Inc. 


00 Kenmore Avenue 
Riverside 2800 


There’s a Butler-approved Aluminum Transport Service Station Near You 


CHARLOTTE, N. C. 


Brown Equipment & Mfg. Co. 
829 South Summit Avenue 
FRanklin 6-1612 


CINCINNATI, OHIO 


Reiltey-Duerr Tank Company 
Benson Street & Reading Road 
POplar 1-2328 


CLEVELAND, OHIO 


Ridier Tank & Welding Corp. 
2111 East 40th Street 
EXpress 1-1917 


WEST CHESTER, PA. 
one Tank Trailer ~~ 


20 Kin , R.D. 
Gwen 6 6-6200 


Wee 


1's CHESTER, PA. 





CORPUS CHRISTI, TEXAS 
Power Equipment Co., Inc. 
2729 Agnes Street 
TU lip 2-9172 


FORT WORTH, TEXAS 
Gene Hill Equipment Co. 
1920 East Lancaster Street 
EDison 6-0496 


HOUSTON, TEXAS 
Patso Service Co., Inc. 
3125 Navigation Street 

CApitol 3-4296 


BRISTOL, VA. 
Twin City Welding Co. 
413 Sycamore 
NOrth 5778 








—60 BUTLER AND BE SUR 
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SEALED LUBE SYSTEM! 


A more foilive way 


to dispense the new 
HEAVY-DUTY LUBRICANTS 


@ You ought to see it work! Power-flush action, 
through a closed system. You never touch the 
grease—powerful new “Topper” pumps it out, 
cleans the drum as it dispenses. No waste. Fast, 
uniform pressure on the heaviest greases, forces 
out old grease and powers in the new! This Graco 
system can be your key to today’s profit .. . and 
tomorrow’s too! 











New Graco “Topper” pumps off the top of the grease, 
cleans it all out as the inductor seal works down. 
Handles heaviest greases, and you get every pound 
you pay for! 

It’s new! Air-operated companion gear lube supply 
unit features the new low pressure Fire Ball Pump! 
Smooth, quiet operation . . . outstanding reliability. 


New, improved Graco Overhead Hose Reels are the 
last word! Largest orifices and reel hubs ever used, to 
give you high-volume supply of heaviest lubes. Pull- 
down action is quick and retraction is smooth. 
When you hold Graco’s new, fast-acting Power-Trol 
Valve in your hand and feel the smooth, powerful 
response, you'll know why this Power-Flush System 
is your answer to greater service profits. 


| 








Get the details WOW / 


New illustrated / 
Power-Flush bro- fo 
chure explains in de- an 
tail all the benefits of . 


a sealed lube system 
... shows you how 
Graco equipment can 


be profitably used in 
GRAY COMPANY, INC. pidge terug, Bane how 
132 Graco Square Minneapolis 13, Minnesota your copy today. 
Engineers and Manufacturers 


Factory Branches: New York (Long Isiand City) @ Philadelphia »@ Detroit ¢ Chkogo «@ Atlonto « Houston ¢@ San Francisco 


36 NATIONAL PETROLEUM NEWS ° January, 1957 





THE RIGHT 
TRUCK TANK 


for you 


Take a good look at the six truck tanks illus- 
trated here. Five are stock models, one is a 
de luxe, custom-made job. They all have a 
number of important things in common— 
things you want in your truck tanks. 

Each one was engineered to the exact re- 
quirements of the work it has to do. Each one 
is constructed of the highest quality mate- 
rials, with strength to spare wherever strength 
is required. Each fitting and accessory is 
specifically designed for its particular purpose. 
All fittings are steel, malleable iron, or high- 
grade bronze. Each weld is expertly made 
and with no skimping. The tank of each one 
was tested at least twice after mounting. 

Of every 4 Quaker City truck tanks we 
build, 3 are repeat orders. Whatever your 
requirements—an inexpensive stock tank or 
a de luxe streamlined unit—Quaker City is 
your best buy. Write for full information. 


QUAKER CITY 
IRON WORKS 


3400 Gaul Street ¢ Philadelphia 34, Pa. 


ONE OF AMERICA’S LEADING TRUCK TANK BUILDERS 
FOR OVER 25 YEARS 


Pacific Coast Distributors: 

Oi! Marketing Equipment Co., 325 Fremont Street, San Francisco 5, Calif. 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, Calif. 

New England Distributor: 

Northeastern Petroleum Service & Supply, Inc. 

37 Brookley Read, Jamaica Plain 30, Mass. 
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“The Betsy Ross” —1,200 gal., 3 compartment stock truck 
tank mounted on model F6 Ford. CA 84”. 


“The William Penn” —1,500 gal., 3 compartment stock unit 
mounted on model KB 7 International. CA 102”. 


“The Ben Franklin” —2,000 gal., 4 compartment stock truck 
tank mounted on model U70 Autocar. CA 103%”. 


“The William Penn” —1,200 gal., 3 compartment stock unit 
mounted on model 6403 Chevrolet. CA 84”. 


“The Quaker Maid’”—2,300 gal., 4 compartment tank 
mounted on model 755 GMC. CA 120”. 








2,500 gal., 5 compartment de luxe unit mounted on model 
U70 Autocar. CA between front tandem axle and cab 120%". 





Gates 


38 


4 Heavy Duty 
Gates Dock Hoses 


1200RB 


200 ib Working Pressure, Rough 
Bore. Available in 4’’—12"1.D. 


1200SB 


200 Ib Working Pressure, Smooth 
Bore. Available in 3’’—12"'1.D. 


1150RB 


150 Ib Working Pressure, Rough 
Bore. Available in 3’°—12"'1.D, 


1150SB 
150 Ib Working Pressure, Smooth 
Bore. Available in 3’’°—12"'1.D. 


ok Special Recommendations: 


1 For aromatic petroleum deriva- 
* tives—use Gates Rough Bore 
with special synthetic rubber 
tube. 
2 For Butane- Propane or Anhy- 
* drous Ammonia—consult your 
nearby Gates field engineer or 
write direct to The Gates Rub- 
ber Company Sales Division, inc. 
999 South Broadway, Denver, 
Colorado. 


ae we 


mode. Dock Hoses 


Light, flexible, easy to handle 
Dock Hose cuts costs 


From San Francisco to Yokohama, Buenos Aires to Brisbane—wherever 
sea-going tankers are loaded and unloaded—Gates Dock Hoses are proving 
costs can be cut. Here’s why: 


Cuts Easy handling with this lighter weight, more flexible hose trims down 
. loading and unloading operation time. 

Man-Hours: Built-in fittings—your choice of rubber covered flange or virtually 

any type of steel, bronze or aluminum nipple or flange, for time- 

saving quick connections. 


Cuts Hose made-to-order in 3 to 50 foot lengths for varying job require- 
. ments...helps eliminate damage which can occur when excess 

Replacement: lengths are used. 

Cover, custom-engineered for severest conditions of barge, dock, or 

sea-going tanker service; resists aging, oil, abrasion, and exposure. 


*Tube of black synthetic rubber has been developed expressly to 
handle all petroleum derivatives—from oil and gasoline, to kerosene 
and distillates—without softening or swelling. 


Every length is made-to-order, built by hand, to assure the uniform quality 
possible only in products of skilled individual craftsmanship. Multiple plies of light- 
weight high-tensile fabric, reinforced with spiral windings of steel wire, produce a hose 
that withstands maximum suction as well as working pressures of 150 to 200 pounds 
per square inch. 

All hoses and their built-in fittings are static-bonded to discharge electricity 
before a dangerous charge can be built up. 

Compare Gates Dock Hoses with the on-the-job performance of other hoses. 
You'll find this hose—built for the job at hand—gives more working hours of actual] 
service, saves big money in replacement costs. 


The Mark of Specialized Research 


aE ($PA-114 
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simple shifting 


proper use of all 
available gear ratios 





easier handling rigs; 
better maneuverability 


reduced driver fatigue; 
safer operation 


EATON 
Eaton 2-Speed Axles not only let drivers select LSbeced W/> 


from TWICE the conventional number of gear 
ratios, but they make these ratios available at A xX = eo Ge 
finger touch. Result: drivers use the right gear 
ratio for every road and load condition; engines 
operate in their most economical speed range; 
stress and wear are reduced on all power- 
transmitting parts. Trucks cost less to operate and 
maintain; last thousands of miles longer; and More than Two Million 
Eaton Axles in Trucks Today. 


bring higher allowances at trade-in time. For complete information, 
see your truck dealer. 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


@, PRODUCTS: Engine Valves « Tappets « Hydraulic Valve Lifters « Valve Seat inserts « Jet Engine Parts « Hydraulic Pumps 
Motor Truck Axles « Permanent Mold Gray Iron Castings » Forgings + Heater-Defroster Units + Automotive Air Conditioning 
Fastening Devices « Cold Drawn Steel « Stampings « Gears + Leaf and Coil Springs » Dynamatic Drives, Brakes, Dynamometers 
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Custom built, this 1500 gallon, 
model 


' 500 BC 


5 compartment fuel oil truck tank is mounted on 


1956 Chevrolet chassis with low cab forward 








as 


Heavy loads }cheduled-+qr rapid delivery calls for special design 


4. custom fabrication of ne ck tanks. To enjoy the maximum use of time 


/ } and gajh more profit from each operation, your next truck 
‘go a should be tailoreg to meet specific delivery problems and schedules. 


Why not let Prog 3iGn for your future—and have your new 


truck tanks custop des gned and built for maximum and profitable service? 


pte 


MANUFACTURING COMPANY, INC. 
ARTHUR* ILLINOIS 
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Standard’s educational program helps provide 
college training for 286 students this year 
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Industry needs many trained minds with specialized knowledge. For example, the 
paleontologist who supplies accurate data for oil exploration by studying fossils of 
marine life from millions of years ago. 


THEY CALL THIS THE ATOMIC AGE... the era of the 
“thinking”? machine. But above all, this is the age of human : 
thought. For today our country needs more and more skilled trained people if 

minds to harness our atoms, advance our culture and guide our fill 2+ million new jobs by 1965 
government. Standard, too, needs fresh concepts to maintain its 
position in a highly competitive business. That’s why this year 
Standard’s educational program makes available, through col- 
leges, 234 scholarships for undergraduate study, 52 fellowships 
for graduate work, plus a series of grants to universities. 


In these ways, Standard affords young people a better oppor- 
tunity to contribute to their professions and communities. 


¥ STANDARD OIL COMPANY OF CALIFORNIA 
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Customers won't wait. When they get 
the “busy signal’ they pass up your 
station. Turn these ‘“‘passers-by’’ into 
customers that buy. . . with faster 
service in your station. Replace ordinary 
single pumps with Wayne Ultra-Speed 
Duo Pumps. 

No changes to be made at the islands. 
They fit the same space as a single 
pump. Economically installed—only one 
set of piping (Duo-1), one set of conduits. 
Wayne Duo Pumps are constructed of 
heavy duty materials for higher effi- 
ciency and lower maintenance. Savings 


WAYNE DUO-1I dispenses one brand 
through double outlets ... has two 
separate dials on each side. 

* 
WAYNE DUO-2 dispenses two 
brands through double outlets . . . 
has two separate dials on each side. 


FOR ONE MORE wilh 


WAYNE DUO PUMPS 


DOUBLE GALLONAGE PER PUMP IN SAME SPACE 
CUT MAINTENANCE BY $9.00 PER PUMP...INSTALLATION BY $40.00 


of up to $9.00 per pump per year have 
been effected in maintenance over single 
pumps. More than $40.00 saved in 
installation. 

Speed up your service and step up your 
sales. Serve two cars from one pump 
space with Wayne Duo Pumps. Cut 
down waiting time, boost pump gallon- 
age, give better service with fewer 
attendants. Wayne Duo Pumps are 
available for regular and remote pump 
installations. Write today for “Double 
Your Profits With Duo’s” to The Wayne 
Pump Company, Salisbury, Maryland. 


niall. lal 


f 
ent Nant at 
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THREE SELOIL CABINETS... 
A Model For Every Need 


He Prolong engine life 


ICHECK Ol NOW! 


Change It regularly 
| 


——EEEE 
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LOWBOY MODEL 56 


DELUXE MODEL 72 TBA MODEL 60 


SLLOUL helps the man on the driveway! 
SLLOLAL puts more motor oil at eye-level display! 


Because it makes the selling job easy, SELOIL helps the 
man on the driveway sell more Motor Oil. It saves time and 
steps. It puts everything needed to complete the sale at 
his fingertips . . . Motor Oil, can-cutter, and easy disposal 
of empty cans. 


SELOIL places a colorful, mass display of Motor Oil at 
easy-to-see eye level . . . near the customer and near the 
driveway salesman. Promotes better housekeeping because 
empty oil cans are drained and disposed of within the 
cabinet. You’ll keep a cleaner station, give better service, 
and get more sales when you organize Motor Oil selling 
with a SELOIL Cabinet. 


All three models are equipped with overnight Locking 
Covers to eliminate lugging displays in and out of the sta- 
tion at night. 


The new TBA 60 SELOIL Cabinet has two shelves on 
each side for display of TBA specialty items plu’ a built-in 
windshield tissue cabinet which holds one standard-size 
pack of towels. Overnight locking covers are easily converted 
to be used as A-Type sidewalk signs. 

PRICES (FOB Greensboro, N. C.) 
@ Lowboy Model 56 $ 78.00 
@ Deluxe Model 72 $ 86.00 
@ TBA Model 60 $138.00 


< Increase Motor Oil Sales 
% Speed Up Driveway Service 
‘, Promote Station Cleanliness 





end Orders or Inquiries To 


MODERN 


P.O. Box 1798 


METAL PRODUCTS ‘COMPANY 


Greensboro, N. C 
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1957 


-year 
of the 
great 


Oil Lift! 


The chips are down, the job is clear. 


From the depths of the earth, oil men 
must lift more petroleum than ever be- 
fore in history to meet the world’s un- 
precedented and ever-growing demand. 

So great, in fact, has the demand be- 
come, that Cities Service has set the 
objective of finding and producing more 
oil in the next few years than during its 
entire history of nearly a half century! 

Meanwhile, virtually the entire scope 
of Cities Service activity also continues 
to expand to meet soaring demand. 
New oil reserves and refining facilities, 
new pipelines and tankers, and new sta- 
tions and dealers are constantly being 
added to keep pace with mounting sales. 

But the true significance of this 
growth is not measured by rising sales 
curves or production reports. Rather it 
is seen in the atmosphere which fosters 
them...an atmosphere in which a major 
corporation recognizes its responsibili- 
ties to the nation and rejoices in the 
freedom to uphold them. 


CITIES ® SERVICE 


Progress through Service 
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keeps oll tlow on the GO! 


@ Yes, no matter where oil flows, Milwaukee valves are on 
the job . . . day-in, day-out. Thousands bridge the gap be- 
tween bulk plant and automobile tank. 

You'll like the easy, positive control . . . the smooth steady 
flow without clogging, chattering or breakdown. There’s a 
size and model for every installation. You get the ultimate 
in design, materials and workmanship. 

Milvaloy, the stronger, lighter, spark-resistant metal as- 
sures added oil handling safety. It’s an exclusive feature of 
Milwaukee valves. 

Whether you order valves by the names Milvaco or Mil- 
waukee — it’s the proved way to keep oil flow on the GO! 
Write for literature or see your nearest jobber or wholesaler. 


STEMLOCK GATE VALVE LEVER THROTTLE VALVE LINE peor VALVE — 
ry P- — Model Bronze. 


—Mi P-2862. Bronze 

double-disc. Flanged Shock proot a action. Re- 

ends. Quick-opening, newal discs 

positive closing. without removing valve 
from line. 


GATE VALVES... 

for bulk plant, eer a or — 

able pipe line installa’ 

oy Rk 

e 

in bronze k.. a. Stem- 

lock, scre flange types 

available in bronze. /ALVE — Model BY-PASS PRESSURE RELIEF 
-501. Bronze. Model P-610. 





Screwed bonnet. 
ition disc. Avail- 
ae nee 


© For quick delivery, 
smooth flow, other 
Milwaukee accessories 
swing joints, screened 
air vents, truck tank 
faucets, line loading 
valves, fill caps, fill boxes, 
union wrench couplings, 
tank bushings A subsidiary of Controls Company of America 

2379 South Burrell Street 2 Milwaukee 7, Wisconsin 
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THIS SERVICE STATION is one of a chain of 58 modern gasoline stations owned 
by the Hewitt Oil Marketing Company and equipped exclusively with Gilbarcos. 


“MR. JOHN KH. WHITE, President & Chairman of the Board, Hewitt Oil Marketing Co., Charleston, S. C. 


“HERE'S WHY WE'RE SOLD ON 


SALES-MAKERS!” 


“For the past fifteen years, we have been We’resold on Sales-Makers. They are pumps 
using Gilbarco gasoline pumps,” says Mr. _ that live up to their promise.” 
White, a former president of the National You'll also like Sales-Makers and what 
Oil Jobbers Council, “and now we are using _ they can do for your gallonage. Write today 
them exclusively. We buy pumps for trouble- for illustrated booklet and full information. 
free operation, ease of servicing, and last 
but not least, good looks. It is on that basis 
that we’ve standardized on Gilbarcos. 

“The new Sales-Makers are everything 
that their name implies from a marketing 
viewpoint. We spend money to attract 
people to our stations, and the new Sales- Citas & bende 
Makers are really helping to this end. In ap- Manufacturing Company 
pearance they are outstanding, a design so West Springfield, Mass. 
contemporary that they will be as modern 
looking years from now as they are today. 
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RUNNING SIMULTANEOUS ENDURANCE TESTS ON ROCKWELL ROTOCYLE METERS 


Here two model 5-BLX Rotocycle meters in- and design improvements are thus pre-tested and 
stalled side-by-side, are running competitively on over-all meter performance can be chartered be- 
a “round the clock” endurance test. New materials ___ fore production is ever started. 
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Meters 


To Benefit You! 


In the huge 
ROCKWELL TEST STATION 


we subject meters to every conceivable oper- 
ating task, torture and abuse them to pre-prove 
accuracy and durability. 


Here’s Why! 


Rockwell meter users benefit in many ways 
from our exacting testing procedures. For ex- 
ample, we know and you know for sure that 
the meters you order will precisely measure 
the liquids specified—will withstand shock- 
loads, temperatures and all the other variables 
normally encountered in field service. 


These tests also guide us in our extensive 
program of research and development. Plan- 
ning ahead, searching for better meter designs 
and improved components is a never-ending 
process at Rockwell. It’s all part of a carefully 
conceived program designed to either enhance 
the performance or add to the value that you, 
our customers, receive from Rockwell products. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago 
Dallas Denver Houston Los Angeles Midland, Texas 
New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, 
Ltd., Toronto, Ontario 


WORLD'S LARGEST METER TEST STATION, Aerial view of Rock- 
well testing station having every facility for petroleum meter proving, 
accounting, research and development. 





AREA OF ACCURACY, View of operating crea from storage tank 
level. In foreground are the three pumps which together permit testing 
meters at several thousand gallons per minute. Building in background 
houses indoor proving room, remote registration facilities and main- 
tenance shop. 


CONTROLLED ACCOUNTING. This indoor proving room is fitted 
with precisely calibrated tanks and weigh scales. Receiving registers 
for remote registration system are shown at right. 


Rockwell £070CVC/- Meters 
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Tri-Sure Closures 
protect RICHFIELD products 


cans and pails 


tues 


ID-ag 


The Richfield Oil Corporation uses Tri-Sure* Closures to give complete 
protection to its Richlube 10—30 Motor Oil, Richlube Extra Duty Motor 
Oil, Richfield Eagle Oil, and the new Richfield Super Circle C Motor Oil— 
évhether they are shipped in 55 gallon drums or 5 gallon cans and pails. 


Tri-Sure Drum Closures — with their interengaging Flange, Plug and Seal— 
make Richfield drums leak-proof and tamper-proof. 


Tri-Sure Utility Can Closures make Richfield cans the kind that their 
customers /ike—easy to handle, pour, and refill. 


Tri-Sure Reversible Spout Assemblies make Richfield pails easier to pour 
from, and easier to stack. . 


More and more companies, like Richfield, are utilizing Tri-Sure Closures 
Double Hex Cap gives two to give additional sales advantages to their complete line of packages. 
sizes for pouring. Large filling Improve al/ your containers—for all your products—by specifying Tri- 
opening makes re-use easy. Sure Closures whenever you order drums, cans, or pails. Write for full 
information now on the complete line of Tri-Sure fittings for drums and 
light containers. 


AMERICAN FLANGE & MANUFAC TURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. + NILES, OHIO + LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure 8/A Industria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N.S.W., Australia 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mali S.W. 1, London, England 


*The “Tri-Sure” Trademark is 
a mark of reliability backed by 
over 35 years serving industry. 


Spout is protected inside 

pail during shipment or 

stacking. Long spout with TRI. SURE tHe WORLD DOVER 
reducer cap is ideal for 

pouring into all openings. 
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Multigrade Answer?—At least one major is seriously 
interested in a new blending pump that may be a lower- 
cost solution to the multigrade question. “It may be the 
answer to a maiden’s prayer,” says a top official. The dis- 
penser blends a premium grade gasoline with regular to 
produce a high-octane middle grade (NPN—Dec. °56, 
p139). Early investigation leads this official to believe it 
would be cheaper to use the new pump, manufactured by 
Wayne Pump Co., than to follow the Esso or Sun routes. 
He cites these advantages: no separate storage necessary to 
handle the third grade; no change in tank truck delivery 
fatios; conventional pumps could still be used to handle 
top and bottom grades. Industry observers believe it’s only 
a matter of time before this company switches to three 
grades, The new “Blend-O-Matic” pump is a variation of 
the blending pump used by Sun, which was developed 
jointly by Sun and Wayne. Price of the new pump is ex- 
pected to be about the same as a dual pump. 


All-Plastic Station—St. Louis may be the site of the 
first all-plastic service station. A supplier based in the 
Southwest has plans for such an outlet on its drawing 
boards now. The building would have a steel frame, but 
otherwise would be constructed of plastic and glass. Sta- 
tion designers so far have shied away from plastic because 
of high material costs. 

; e 


Capital Spending Hike—The oil industry plans to in- 
crease over-all capital spending 8% this year (from an 
estimated $5.62-billion in 1956 to $6.06-billion), says a 
survey by the McGraw-Hill economics department. Mar- 
keting spending will move up gradually and steadily in 
line with consumption trends, from an estimated $415- 
million in 1956 to $452-million—a 9% gain. Transporta- 
tion will also rise 9%. The big spending, however, will be 
in refining, where a tremendous refinery expansion and up- 
grading program will jump spending 50%, from $676- 
million to $1.01-billion. Nevertheless, oil's across-the-board 
expansion rate falls short of the 11% spending increase 
estimated for all U. S. Business. 


© 


almost 17% to an estimated total of more than 6.9-billion 
gal. An annual Phillips Petroleum Co. LPG report says 
the product is “far from saturated,” and looks 
growth in weather conditioning (both heating 
ing), motor fuel, and new and expanded applica- 
tions afforded by the Federal highway program (see page 
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Load Twist—Not satisfied with long 

‘or submerged ing, Humble Oil is now trying 

a extension long enough to lie fiat on the bottom 

k truck compartment. The hose is claimed to 

ice the smallest amount of turbulence, and consequent 
evaporation loss, of any filling method. 


_ Prebing the Mergers—Watch government antitrust 
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agencies in their increasing crackdown on company mer- 
gers. Federal Trade Commission has already issued a 
complaint against Gulf Oil Corp. in the first antimerger 
case involving oil companies. Gulf's acquisition of War- 
ren Petroleum, says FTC, hurts competition in LP-gas and 
natural gas. At least four other recent oil mergers, includ- 
ing Standard Oil Co. (N. J.)’s purchase of Pate Oil Co., 
are being investigated by FTC. 


Push for Type A Fiue—Oil-Heat Institute’s distribution 
division is aiming to put the skids under the Type B gas-only 
flue. It has hired a Baltimore public reiations firm to handle 
a campaign to promote the Type A all-fuels flue to the 
public, through Sunday supplements and shelter magazines. 
The pitch is to get the public so interested in the advantages 
of Type A flues that citizens will ask for local legislation to 
outlaw all other types of flue. Such a campaign worked in 
Baltimore. ‘ 
oa 


GM Hurrying Atom Car—General Motors is working 
hard to get an experimental atomic-powered vehicle in 
time for its 50th anniversary celebration. If it doesn’t make 
it, look for an announcement of a research project along 
this line. 


Super-Group Shelved—Efforts to establish a marketing 
group for reconciling internal differences have been 
dropped. The original thinking was that a group represent- 
ing all marketing segments might be a forum for issues that 
API is not permitted to handle (NPN—Nov. 56, p83, 
“Unifying Marketers”). Some felt, however, that the ob- 
jectives of a super-committee might conflict with existing 
organizations and cause confusion. The majority opinion 
now seems to be that if dissentious problems are off-limits 
for API, they can best be handled through individual com- 
panies. Leaders have been concerned that dissension among 
marketing segments might invite the intervention of non- 
incustry interests, such as Washington investigating com- 
mittees. 
* 


Gas Hooks a Friend-—One of the country’s biggest 
builders and one of the staunchest supporters of oil heat 
is switching fuels. Bill Levitt, oil men sadly say, is using 
gas heat in the 16,000 homes he’s going to build in Levit- 
town, N. J., north of Camden and across the Delaware 
River from his Pennsylvania colony. 


Bright Future for Filters—lIntroduction of fuel injec- 
tion systems in passenger cars will open the door for 
increased sales of fuel filter elements. Because fuel injection 
systems are made to such close tolerances, fuel must be 
absolutely clean; a speck of dirt bigger than five microns 
can cause trouble. Chevrolet’s fuel injection system em- 
ploys an AC fuel filter rated at five microns. It’s recom- 
mended that the filter be changed every spring and fall. 
Though price of the replacement element is not yet firm, 
it’s expected to run considerably higher than for an oil 
filter cartridge. 


For More Ahead of the News B- 
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Clouds in the Fair Trade ‘The status of fair trade 
should be clarified in the U. S. Circuit Court of Appeals 
in Boston this month. Esso is appealing a district court 
ruling that it cannot fair trade in Massachusetts because it 
competes with its dealers for commercial accounts. This 
ruling reversed an earlier decision by the same judge 
(NPN—Dec. °56, p93). The new interpretation could be 
come a big hole in the fair trade dike—and Justice De- 
partment officials may widen the breach, looking for pos- 
sible antitrust violations. 


information Guide Coming—A major oil company is 
preparing a policy statement designed to help its market- 
ing officials, at home and in the field offices, in their con- 
tacts with the press. The statement will spell out what 
kinds of information can be released by officials at various 
levels. The move is designed to improve communications, 
and increase the responsibility and authority of local 
managers. 


Replacement Tire Rise—Sales of replacement passenger 
tires are expected to increase between 1% and 1.5% in 
1957, according to a United States Rubber Co. forecast. 
This is a slower rate of increase than took place in 1956, 
for which the replacement tire sales total is estimated at 
$2-million units, or about 3.5% over the previous year. 
Sales in 1956 were helped by the conversion to tubeless 
tires, says U. S. Rubber, a factor that will be of less in- 
fluence in 1957. 


Hedging on Multi-Grades—Suppliers in the Southwest 
aren’t as excited over third-grade gasoline possibilities now 
as they were at mid-year. One large independent has 
shelved plans to market a third grade in Oklahoma and 
Arkansas, and Continental Oil is still “testing” the third- 
grade market in Houston. Most companies, however— 
Continental included—are building new stations with tanks 
and lines for a third grade, just in case. 


Gasolines and symbols—aA study of 250 Metropolitan 
Chicago motorists produced two pertinent findings that 
probably will be examined closely by oil marketers. One is 
that feelings toward company symbols are more clear-cut 
than those expressed toward brands and companies. So the 
symbols form potentially strong points of identification 
with the company, the report says. The other is that shift- 
ing between brands is substantial. Only 36% claimed 
brand loyalty while 22% appeared to shift between two or 
three brands and 42% constituted a no-loyalty group. The 
study was conducted for the Chicago Tribune. 


Overseas Expansion Coming—Tidewater Oil Co. ex- 
pects to double its sales in the Philippines by 1960 and 
expand its share of the market there from 6% to 10%, 
says export manager R. S. McLaughlin. The expansion pro- 
gram has already been launched and will cost between 
$4- and $5-million. Tidewater operates in 71 foreign 
countries, but the Philippines is the only one in which it 
sells gasoline. 
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to meet competition; a ruling can be expected before the 
end of the 1957 term next summer. Some observers say the 
government's chance of winning a reversal are good, argu- 
ing that the high court would never have accepted the case 
for review unless the government appeal had some merit. 
Others say the Justice Department just wants a final court 
ruling, and is pushing the appeal even though entertaining 
doubts about it. 


New Credit Cards—Tidewater Oil Co. will join 
swing to plastic embossed credit cards next March. Accord- 
ing to marketing executives, the new system will have 
“other unique features,” as yet unnamed. Life of present 
credit cards will be extended to March 31, when change- 
over will be made. 


e 


Remote For Cars—A submersible gasoline 
pump for mounting in a vehicle tank will make its appear- 
ance on a few 1957 trucks. Tokheim Corp., maker of serv- 
ice station pumps, has an initial order for its new in-tank 
electric fuel pump from a truck manufacturer. Purpose 
of the tank-mounted pump is to overcome vapor lock in 
the fuel lines, and to provide adequate fuel flow at all times, 
regardless of engine speed. 


Cities Moves in Canada—Cities Service Co. will spend 
over $8-million this year on construction of bulk plants, 
service stations and other marketing facilities in the Cana- 
dian provinces of Ontario and Quebec. A $22-million re- 
finery will be built in the Toronto area and production 
activity will be accelerated in western Canada. Cities’ 
Canadian activity is part of what board chairman W. Alton 
Jones calls “a broad-scale Cities Service expansion pro- 
gram which is expected to require capital expenditures 
exceeding $750-million during the next five years.” 


Packard Switch?—Packard may drop its torsion-level 
ride system when its 1957 models are introduced this 
month. That would leave only the Chrysler line with a 
torsion system—and a front-end one at that. 


Additive Calls SI Demand for antiknock com- 
pounds is falling because of high gasoline stocks and in- 
creased installations of catalytic reforming units, Ethyl 
Corp. reports. The company gave declining demand as 
reason for laying off 65 men at it’s Baton Rouge and 
Houston plants in December. 


Dual Lights Click public seems to like dual 
headlights, which are 
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MONTHLY PETROLEUM STATISTICS 
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(¢ per gal.) 

Dec. Nov, 

1956** 1956 
Gasoline 
(regular) 11,97 
Kerosine 11,22 
Distillate 9.66 
Residual 5.96 
4 municipal 
products 9.78 
Lube oil 22.86 
Crude at 
well ($ 
per bbl.) 


11.80 
11.08 
9.49 
5.51 






2.88 





Primary stocks (Last Day) Dec. 1956* Nov. 1956 
Finished and unfinished gasoline (thous. bbl.) ...... . 175,427 175,401 
Distillate fuel oil = se A se ks 145,550 153,498 
NE GRO a Se a ne rar oe eb Cree 33,111 34,595 
Residual fuel oil (thous. bbl.) ................ 00.24.2454. 43,468 44,389 
Crude oil—B. of M. (thous, bbl.) ...................-. 273,617 275,906 

Refinery Activity 
Crude runs to stills (thous, bbl. daily) ................ 7,865 8,026 
Foreign crude included (thous. bbl. daily) ............... 828 993 
% of refinery capacity operated .................... 90.4 92.4 

Refinery Output 
Gasoline (thous. bbl. daily).......................... 3,891 3,822 
Kerosine (thous. bbl. ad Ptr ue eee ie ie gs 412 376 
Distillate fuel oil (thous. Ws es Blea ks ke 1,885 1,819 
Residual fuel oil (thous. bbl. daily) ...................-.. 1,194 1,181 

* ay! Crude Supply 
wa 8 crude oil production (thous. bbl. daily) ......... 7,353 7,124 
Crude oil imports (thous. bbl. daily) .................... 606 845 
° ‘ *Through Dec. 7. 
Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 
MONTHLY MARKET TRENDS 
; Latest Month Previous Month 
— of crude and refined products (thous. bbl.) . ' 10,666 (Sept.) 11,973 
‘ station gasoline price, ex tax (¢ per gal.)......... 21.46 (Dec.) 21.59 
phe ne consumption (million en “EIS es a ae oe 5,217 (Aug.) 4,862 
Service station permits (number) ....................... 974 (June) 1,024 
cars—domestic shipments SS hs SS ee aoe 342 (Oct.) 202 
Trucks and buses—domestic shipments (thous.)............ 78 (Oct.) 57 
Automotive i oreenye tire 0 evoty —woranigaaeegy ea Be ee oan 52% 
grams: ct . t. . 
burner shipments (hous) EN fee oe OAS 98 (Sept.) 85 





NPN PRICE AVERAGES* 
Refinery/Terminal 


*Weighted average price, prin- 
cipal market. ** Through Dec. 7. 






Dec. 
1955 






11.81 
10.51 
9.11 
4.96 


9.29 
20.44 





2.83 








Dec. 1955 


165,433 
111,333 
26,770 
39,174 
265,610 


7,762 
856 
93.1 


3,846 

395 
1,765 
1,286 


7,155 
884 




























OD a edangesese FUEL OIL grade No. 2 

has become the biggest seller 
of the burner-fuel oils. In 1955 its 
sales were as large as all other heating 
oils combined. In the first quarter of 
1957 (the period of the largest annual 
consumption) it is likely to become the 
public’s barometer of changes in 
petroleum supply and demand brought 
about by the closing off of oil traffic 
through the Suez Canal. 

Sales of No. 2 distillate in 1955 
here 257,254,000 bbli., the Bureau of 

‘ Mines reports. Total heating oil sales, 
including residual fuels used for heat- 
ing, were 425,996,000 bbl. Sales of 
the No. 2 grade had increased over 
100% from the 128,088,000 bbl. used 
in 1949, to the 1955 total of 425,996,- 
000 bbi. 

Total sales of Grades Nos. 1, 3 and 
4 heating oils in 1955 were 82,460,- 
000 bbl., a gain of over 30% from 
62,299,000 bbl. in 1949. Total re- 
quirements for residual fuel oils for 
heating purposes in 1955 were 
86,282,000 bbl., an increase of nearly 
43% from the 60,414,000 bbl. con- 
sumed for this purpose in 1949. 

In the last heating season, Oct. 1, 
1955 - March 31, 1956, total distillate 
fuel oil demand was 2,254,000 bbl. 
daily average. Of this, 62,000 b/d were 
exports. The largest proportion of 
demand for this product is for heat- 
ing. Output of this product from U.S. 
refineries averaged 1,784,000 b/d dur- 
ing this period. Imports were small. 
Distillate fuel oil stocks were reduced 
from 143,248,000 bbl. Sept. 30, 1955, 
to 60,846,000 bbl. March 3i, 1956, 
a total withdrawal of 82,402,000 bbl. 

For the heating season now under 
way, Oct. 1, 1956 to March 31, 1957, 
forecasts are for an average daily dis- 
tillate fuel oil demand of 2,385,000 
bbl, nearly 6% greater than for the 


Nov, 30 

1956 

Refinery District 

eT ST rE ey ee one 59,387 
ee a ie 22,196 
Total Coastal ............... 81,583 
SM, i is acco oi ndes 4,638 
WS Fr oak fobs ss cease 28,221 
Okla..Kans.-Mo. .............. 18,271 
CI I a a so 7,390 
Total Inland ................ 58,520 
Total East of Calif. ......... Set aes 

Peas ws uaa eRe a ee 13,39 


ee ee ee | 





How Heating Oil Demand Is Growing 


Million bbl. 


No. 2 Heating Oil Widens Lead 
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last heating season. Of this total de- 
mand, domestic requirements are fore- 
cast a: 2,330,000 bbl. and exports at 
55,000 bbl. daily. This forecast is on 
the basis of normal temperatures dur- 
ing the period, and they provide for 
no emergency exports of this product 
to replace, in part, losses in supply 
from the closing of the canal. Crude 
runs as forecast for the current 6- 


Distillate Fuel Oil Stocks by Refining Districts 
(1000 bbl, API Data) 


Dec, 2 
1955 


52,469 
23,417 
75,886 
3,932 
26,167 
14,206 
8,018 
$2,323 
128,269 
11,894 
140,103 


% 
Change Change 


+- 6,918 
+- 5,697 
+ 706 
+ 2,054 
+ 4,065 
— 628 
+ 6,197 
4-11,894 
+ 1,501 
+13,3 
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Here is why EVER-TITE assures For Tight 
EVER-TITE Speed oe SAC CL Yoee CCONOINY Fs aii 





STANDARD 
ADAPTER AND 
COUPLER 


Superior quality forged body 
P 





Linié. wall thi ‘. 
—no weak spots 





Extra heavy reinforcing rim 


» Lerger diameter cam ears 
for longer service life 


Y, 











LLL 
4 
4 
MUMNMAL unity 


wall thickness EVER-TITE 
—no weak spots 5 Ca lity forged bod “99” COUPLER 
Recess retains gasket - aan pers ace sf with Sight Gauge 


in coupler and assures —accurate tolerances 7 3 
dv ims 
97 


4” LP. 











Y 3 d ¥ Locking Cap 
OU save time in deliveries—and reduce wear and 


maintenance costs—when you use Ever-Tite Cou- 
plings. Ever-Tite gives you the finest in quality and 
engineering. And Ever-Tite gives you tight# connec- 97 
tions every time—because every Ever-Tite has Twisting Cap 
positive gasket compression that is dependable under 

all conditions. Get Ever-Tites—and get the best in 

quick couplings. There is an Ever-Tite for every 

need. Ask your distributor. 


Brass * Stainless Steel 97 Adapter 
Aluminum ° Malleable Iron No. 97 


Other materials available on request omeee. 


ADAPTER 
AND COUPLER - : S 
FOR - ust Plug Dust Cap 
TANK CAR EVER-TITE 
UNLOADING DUST PROTECTORS 


EVER-TITE Crete 


90° FULL-FLO Chain for attaching Dust Caps 


ADAPTER AND COUPLER or Dust Plugs 
Drop Tubes or Pipe Threads to adapters or couplers 


COUPLING ELBOW AND | P | i 
CHECK VALVE UNIT 


EVER-TITE EVER-TITE 
EVER-TITE SPOOL ADAPTER GASKETS HANDLES 











EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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"You'd smile, too, if you were me... 
ALL CARS NEED IT... 


ONLY SINCLAIR HAS IT.. 


No wonder Sinclair Dealers are smiling. They’re busy 
ringing up new profits from new customers who have 
switched to Sinclair’s new Super-Premium Gasoline, 
Power-X with X-Chemical. Why the big switch to 
Sinclair? . .. Power-X with X-Chemical does what 

no other gasoline ever did before — increases power, 
cuts operating costs. That’s what motorists want ~ 
and that’s what millions of motorists are hearing, 
seeing and reading — on radio, television, in hundreds 
of newspapers and in national magazines. Billboard 
posters and colorful point-of-sale material too, are 
helping the swing to Sinclair. 


If you're looking for extra business, right now 
is the time to switch to Sinclair. 


See your Sinclair Representative or write Sinclair 
Refining Company, 600 Fifth Avenue, New York 20, 
N. Y. Ask, too, about the Sinclair TBA Franchise, 
featuring Goodyear, the greatest name in rubber. 











1 (od ay-¥) - ao 
“Leads the industry in dealer assistance” 
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If It's Put Up or Shut Up, 
Here's How to Put Up 


The high-protein suggestions offered by Indiana Standard president 
Frank O. Prior are as pertinent to oil marketers as other segments of the 
industry. Speaking at the annual API meeting, Mr. Prior said that the time has 
come for the industry to put up or shut up. 

“The chips are down,” he declared. “Those who would destroy our industry and 
throw away the very principles that have made our nation great have challenged us.” 


Broadly speaking, Mr. Prior proposed that the American Petroleum In- 
stitute be vested with greater authority to perform aggressively for the 
industry. The industry has no single organization empowered to voice majority 
views. In effect, the API would spearhead an action program. 


Mr. Prior's suggestions are contained in an eight-point program: 
1—The industry needs the best public relations programs possible. They 
should be broader in scope and more effective in short-range actions,” he said. 


2—Public relations should deal with problems as they occur. Vigorous 
action is needed at the time issues are in controversy, said Mr. Prior. “The time to 
teach is when the people are interested,” he asserted. 


3—The efforts of the American Petroleum Industries Committee and the 
Oil Industry Information Committee should be coordinated. APIC is con- 
cerned with legislation and taxes affecting the industry; but its activities are seldom 
publicized. The OIIC is the public relations arm of the American Petroleum In- 
stitute. Mr. Prior said, “I can see no valid reason why OIIC should not publicize, 
explain and promote the position taken by APIC.” 


4—Oil men must think and act aggressively—not “arrogantly”, he added. 
He cited the history of natural gas legislation, the equality-of-opportunity bill and 
the drive in Michigan to place the oil industry under public utility control. 

Mr. Prior adjured his audience solemnly: “Too often when it came to public ac- 
tion we have just folded. When we were aggressive, we usually won—when we were 
defensive we usually lost.” 


5—The API must speak for a larger majority. Prior urged that the industry 
unite on issues where there is substantial agreement among the members. 

“I say that if a large majority of our industry favors a program, the API should 
speak out. Those who disagree can present their dissenting views,” said Mr. Pryor. 


6—The authority of O1IC and APIC must be expanded so they can act 
more quickly. A flexible agency with proper staff can anticipate difficulties before 
they arise and immediately combat any onslaught from Washington or elsewhere, 
Prior said. 


7—The voice of the petroleum industry must be heard on all important 
issues. Oil men, then, must be currently and fully informed on all matters affecting 
petroleum. 


8—Industry leaders must also speak out as individuals. Industry-wide 
action is not always possible once an issue becomes a public controversy. Prior 
suggested that oil men cultivate a knowledge of legislators and become better 
acquainted with them. 

It is not enough to say that these suggestions deserve careful consideration. As 
1957 gets under way, it is time that industry leaders begin converting 
some of the suggestions into action. 
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Temper-boiling road jams will disappear when .. . Cars begin roaring down new superhighways 


What the Highway Program 


Some of the biggest opportunities ever: 


Big asphalt and gasoline sales to construction crews 
Mounting product sales to motorists through streamlined stations 


Some of the knottiest problems, too: 


New highs in outdated and bypassed stations 
A probable all-out real estate scramble for new sites 
Jobber dilemma over financing new stations 


Plenty of obstacles have to be overcome: 


The question of station locations is still up in the air 
Shortages of men, money, materials could slow things down 
Costs will probably be more than anyone anticipated 


The $100-billion program to rebuild the nation’s highways is now 
under way. Here's what marketers are doing to get ready. If you 
haven't started yet, this special report can help you begin. . . 
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Future of some older stations is in doubt. . . 


Means to Oil Marketers 
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@ Three patterns are emerging from oil 
company preparations: (1) One major has 
a special staff to handle highway prob- 
lems; (2) Most companies are giving the 
job to their line organizations; (3) Others 
are taking a middle rovte—a highway 
coordinator backed by regular field men. 


The plan you choose depends mostly on your 
own marketing structure. Past experience on turn- 
pikes and freeways also plays an important part. 

West Coast companies, for instance, prefer to 
steer away from special staffs. They say the ex- 
perience gained since 1947 on California’s free- 
ways will pull them through. 

But even on the West Coast, a California high- 
way Official has warned oil companies they will 
need to increase personnel to handle the expanding 
right-of-way and land work that state highway 
operations will create. 

e A New Setup — Sinclair Refining Co. has 
taken the biggest step by appointing full-time 
highway coordinators in five of its seven sales 
districts. Industrial sales chief William Farrell will 
direct the program from the top. 

Sinclair’s district highway coordinators are staff 
men with no line authority. Farrell says this gives 
them a chance to “step outside the mainstream of 
daily business and look at what’s ahead.” 

First job for the coordinator is to establish con- 
tacts with road officials and contractors to keep 
ahead of the news. He will bird-dog likely loca- 
tions for service stations and evaluate the effect of 
new routes on old sites. He’s also expected to 
drum up contractor business. 

e Regular Setup—Most companies are depend- 
ing on the line organization to keep a weather 








But road building will boom asphalt sales 





1. What's the best way to get ready for the highway boom? 


eye on highway developments. They look for better 
cooperation inside the chain of command than 
outside it. And they believe the highway program 
will accelerate present problems instead of present- 
ing new ones. 

Esso Standard Oil Co. and Shell Oil Co. both 
follow this course. They have done some heavy 
thinking about highway demands, but plan no 
change in organization. 

Esso Standard is setting up liaison with high- 
way Officials at the divisional level. Assistant Gen- 
eral Manager of Marketing Robert O. Goody- 
koontz says, “Decentralization is one of the keys 
to proper handling of something as big as this.” 

Shell’s program is similar. A turnpike com- 
mittee has functioned for some time in the retail 
department. Its chairman, Edward H. Cain, as- 
sistant to the retail manager, relies on divisional 
personnel to develop highway information. 

e The Middle Ground—Some companies have 
appointed full-time administrators with regular 
field men feeding them information. 

Standard Oil Co. (Ohio) and Cities Service Oil 
Co. both use this plan. They want to keep top 
management close to highway plans, but they 
want the information developed in the normal 
chain of command. 

Sohio is preparing detailed forecasts in three 
main areas: (1) the anticipated expansion of 
Ohio’s economy during the road building program; 
(2) the expected increase in population and num- 
ber of vehicles as a direct result of new highways; 
and (3) changes in traffic patterns and the “stag- 
gering reshuffling” of service stations expected. 

The main job of the highway coordinator is to 
pump information to management on proposed 
new routes and access road development. This 












API is backing these 


three locations for 


highway stations 


—_——> 


1. At interchange points 


(Story begins on page 58) 

full-time job was given to A. J. Alexander, a 
former transportation expert. District men dig 
up information for Alexander, who correlates 
that with facts he gathers at the state and na- 
tional level. 

Cities Service’s highway development manager 
is a carry-over from the first rash of eastern toll 
roads. One aim of this setup is to develop 
firm contacts with highway officials. The company 
says it will rely on highway men for primary in- 
formation, instead of contractors and engineering 
firms. Each division has a man in charge of de- 
veloping highway data, but he carries on with his 
regular job, too. 


@ Some independents are turning to out- 
side experts for highway planning. Mar- 
keters say this is the best jobber route. 


Frontier Refining Co. has retained a Denver 
real estate man to watch for new routes and likely 
station sites. 


2. Where do the government's highway plans 


@ There are a lot of kig problems still 
to be solved. Most important are these: 
Where will stations finally be located? 
How will the states finance their share? 
How much time will public hearings take? 
And—the multi-billion dollar question— 
where will the roads be located? 


The highway program itself is scheduled to 
take about 13 years. Some experts think it may 
take even longer. Meanwhile, the delays are caus- 
ing suppliers and jobbers to proceed slowly. 

e Money Worries—Financing, or lack of it, is 
still a problem. The federal government will pay 
90% of the cost of new routes, but some states 
are still debating how to raise their 10% share. 

The American Petroleum Industries Committee 
expects 25 to 35 states to raise gasoline taxes this 
year. One reason for this: many states had 
planned to issue bonds to raise funds. The tight 
money situation has made the bond market in- 
creasingly unattractive. 


“This man is more qualified than anyone in our 
company to appraise sites,” Frontier officials say. 
“He is watching highway routing very closely. 
We're confident he’s doing the job better than we 
could—that’s his business and we're leaving it up 
to him.” 

A second independent keeps tabs on state high- 
way plans through a lawyer who has contacts in 
the highway department. 

Eight of the 20 large companies contacted by 
NPN are still in the “studying” stage. Some are 
just starting to plan. 

A few companies have adopted a policy of 
watchful waiting. They say state highway plans 
are too indefinite and are moving too slowly for 
them to lay out a program. At least one major 
has ordered a freeze on all new building near high- 
ways until the new routes are firmed up. 

Despite differences in approach, most marketers 
agree you need at least one man who’s doing a lot 
of thinking and planning on the highway pro- 
gram. If you haven’t got him on the inside, they 
say, then look for someone outside. 


stand now? 


e Higher Costs—The new highways will prob- 
ably cost more than anyone now expects. One 
leading industry official predicts rising costs 
will force the original $27.7-billion budgeted for 
interstate highways over the $40-billion mark. 
Some economists say this figure may prove to be 
on the conservative side. 

Material shortages may jack prices. Economists 
disagree about the extent of expected shortages in 
steel and cement. But refiners say they’re already 
faced with a short supply in steel. 

Costs may go even higher because of a provi- 
sion in the highway bill that says contractors must 
pay prevailing construction wages. 

e Public Hearings—-These may eat up two or 
three years before the building program gets roll- ~ 
ing, experts say. The bill requires hearings when- 
ever highways are scheduled to bypass towns and 
commercial locations. 

e Road Locations—Only about one-third of 
the routing of the 41,000-mile interstate system 
has been approved. The rest will be hammered out 
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in the next few years. 

It’s now estimated that about two-thirds of exist- 
ing interstate highways will be relocated. Work is 
under way on about 300 miles of interstate roads 
with contracts let for about $180-million. 

The original interstate system totaled 40,000 
miles. Congress authorized an additional 1,000 
miles of interstate roads last June. To date, states 
have applied for more than 15,000 miles of extra 
allotment and no one knows what the final figure 
will be. 


@ The problem of where to put service 
stations seems nearer solution. Highway 
planners favor sites on access roads near 
interchanges (see sketch above.) 


Some states still indicate a desire to continue 
the turnpike pattern—controlled business within 
the right of way. But the highway bill states that 
businesses may not be located there. Beyond that 


@ Marketers generally agree that busi- 
ness should stay off the right of way. 
That’s because the turnpike experience 
of most majors has been bad, while 
smaller marketers have been cut out en- 
tirely. Most oil men don’t want state con- 
trol. They‘d prefer frontage roads. 
Majors have these chief complaints about turn- 
pike operation: (1) the. customer’s choice of 
brands is restricted; (2) margins are too low be- 
cause of fierce competitive bidding; (3) station 
design is often non-functional, conforming more 
with turnpike architecture than customers’ needs. 
e Dissenting Voice—Cities Service doesn’t go 
along with the general industry position. “Our 


4. Will the scramble for sites mean a real 


@ All signs point to it, especially in the 
West where interchanges will be further 
apart. Many marketers are alarmed at 
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Congress left the question of exact location to the 
Bureau of Public Roads and the states. This is 
expected to mean free competition along the high- 
ways among marketers. 

The policy of BPR is to keep business damage 
to a minimum. BPR also intends to hold down 
the number of frontage roads along the interstate 
system. 

Basic standards for frontage roads were recently 
adopted by the planning and design committee of 
the American Assn. of State Highway Officials. 
The standards clearly indicate that highway plan- 
ners think the best locations for service stations 
are on access roads near interchanges. 

Frontage roads will probably be constructed 
along about 10%-20% of the interstate system. 
But they will serve local traffic chiefly, and will 
probably be less convenient to highway travelers 
than access roads. Interchanges will be spaced 3 
to 10 miles apart in the East and farther than that 
in sparse areas. 


3. What does the oil industry say about station location? 


turnpike experience has been good,” says one 
company official. “We think it’s a mistake to ex- 
clude business from the right of way.” 

This executive doubts that frontage roads could 
ever be an answer to the station location problem. 
“They aren’t worth a damn,” he says. “They en- 
courage all kinds of cheap honkey-tonks and cut- 
raters. Access roads are the only alternative.” 

e API Proposals—The American Petroleum 
Institute offered the Bureau of Public Roads four 
suggestions for solving the location problem 
several months ago. One plan was turned down. 

Of the other three (see sketches above), the 
access road solution now has the nod. But API 
is still hopeful that highway planners will continue 
study of the other two. 


estate war? 


what a real estate war could mean. 


One oil man says, “Competitive bidding for 
these sites (near interchanges) will be particularly 





“We know the jobber will be in a tight spot and we'll do 


(Story begins on page 58) 

vicious. The high costs will mean we'll all be 
looking for more payout than ever before.” Tide- 
water Oil Co. reports that farm land near a Cali- 
fornia interchange rose almost overnight from 
$500 an acre to $30,000 a half acre. 

Besides being costly to the oil industry, mar- 
keters point out, real estate wars would hurt the 
consumer. Fewer companies could afford sites at 
any particular interchange. This would limit the 
brand choice. Higher land values would probably 
be reflected in higher prices at the pump. 

e Wider Right of Way—tThere’s a chance that 
states will try to buy more right of way land 
around interchanges. This could reduce some- 
what the danger of a real estate war. AASHO 
suggested the plan to cut expected traffic conges- 
tion at interchanges. The effect would be to pro- 
hibit all building on access roads within a quarter 
mile of the interstate system. 


@ “We don’t have a prayer,” one Mass- 
achusetts distributor says gloomily. And 
a lot of jobbers agree with him. 


The chief headache is how to finance new sta- 
tions. A Connecticut jobber says, “It takes a hell 
of a lot of money to build new stations. You used 
to be able to buy land for $5,000 and build a 
good station for $10,000. Now it takes $50,000 
for a porcelain enamel job. These highway sta- 
tions will be even worse.” 

Most jobbers believe that heavy financial aid 
from somewhere is the only way out for them. 

A major supplier says flatly that jobbers’ op- 
portunities will be just as good as the majors’. But 
he admits most stations on the interstate system 
will be built and run by major companies. 


@ Most suppliers don’t agree with the 
jobber’s gloomy outlook. And many say 
they're willing to give financial help 
where it’s needed. 


A number of companies realize that jobbers 
can be hurt badly by further exclusion from choice 
sites. Shell Oil’s Cain says, “We know the jobber 
will be in a tight spot and we will do whatever we 
can to help him.” 

Suppliers who have regular financial aid pro- 
grams for distributors plan to continue the prac- 
tice. Most think this will be enough to pull the 
jobber through. 

e Mixed Feelings — Jobber reaction to the 
prospects of financial aid from suppliers is mixed. 


@ Majors will go a long way to help good 
men relocate to new sites. But sub-par 
men will have rough sledding. 


Nobody knows for sure how many stations will 
be hurt by the program, but with two-thirds of 


Some marketers argue the plan would only 
move the congestion back a quarter mile. It 
would probably have the same effect on a real 
estate war, they say. Most observers doubt that 
the plan is possible on a wide scale because of the 
additional land cost. 

e Possible Relief—Traffic statistics mellow the 
problem somewhat. Studies indicate that only 
25% of the gasoline used on turnpikes is bought 
there. Trips are shorter than might be expected. 
For instance, on the New Jersey Turnpike, the 
average trip is 38 miles; 26% of the gasoline used 
on the road is bought there. Predictions for the 
interstate systems are even lower. 

Even so, most marketers will want their share 
of the business, regardless of the statistics. They 
point out, too, that neither the statistics nor ex- 
panded rights of way can solve the problems of 
the long distance driver or the credit card holder 
interested in buying one brand. 


5. How much chance does the jobber have to get into the act? 


A New York State distributor says it would be 
a “tremendous thing” for suppliers to finance the 
building of highway stations. 

Others are more hesitant. One jobber asks, 
“What would I have to promise my supplier? If 
I accepted aid, I'd be married to him.” 

A jobber association spokesman cautions, “Sup- 
pliers are likely to make demands that we can’t 
live with. We had hoped the Small Business 
Administration would furnish an avenue of relief, 
but that doesn’t seem likely now.” 

Majors point out that financial arrangements 
are an individual matter. Some indicate a willing- 
ness to guarantee bank loans for jobbers who want 
to build. Jobbers argue this is impossible until the 
tight money situation eases. 

Another possibility is a leaseback arrangement, 
says one jobber. The advantage for majors, he 
says, is the intimate knowledge the jobber has of 
local territory: “I’m less likely to pick a dog.” 


@ Some jobbers may have to forget 
about highway stations and concentrate 
on neighborhood sites. 


This approach is suggested by a marketing 
vice-president. “The jobber has one thing for sale 
that can’t be provided by a big organization,” he 
says. “That is a personal interest in his neighbor’s 
welfare. The distributor fails when he tries to act 
like a major company.” 

For many jobbers, however, this would be a 
bitter pill to swallow—they want their share of 
high-gallonage business too. 


6. How will the highway program affect the dealer? 


interstate highways being relocated, the number 
will be large. 

“It is the individual station dealer who will be 
the victim of inequalities,” says Blaine C. Gibson, 
West Coast manager of Shell’s real estate depart- 
ment. “Where freeways bypass towns or existing 
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whatever we can to help him... 


” 


main highways, stations will have to be cancelled 
out.” 

Arthur Skilling, manager of market research 
for Socony Mobil Oil Co., sums up the industry 
attitude toward the problem: “A good dealer is 
no problem. We'll always have room for him.” 


@ Marketers are worried about the pos- 


@ Marginal stations will go downhill 
faster than ever before as new traffic 
patterns develop. But not all good loca- 
tions will be near interchanges. Some 
stations that nosedive at first will bounce 
back. 


One marketing executive says, “There’s a trend 
toward elimination of marginal stations. Stations 
that can’t keep up with the pace will be hit hard 
by the highway program.” 

e The Climb Back—On the other hand, mar- 
keters point to past experience. Stations that are 


@ Consumption of all petroleum prod- 
ucts will skyrocket in the next 15 years. 
Fuel and lube sales will be up 40% by 
1964 and will continue to climb at that 
pace. Asphalt sales will nearly double by 
then. 


The total bill for all roads between now and 
1971 will be more than $100-billion, estimates 
Dexter Keezer, McGraw-Hill Publishing Co.’s 
director of economics. The economic effects of 
that huge expenditure will reach every corner of 
business. 

e Selling Contractors—Big problems here are 
establishing field supply and mobile storage. Once 
these are overcome, big and small marketers alike 
will have a booming market that’s expected to hit 
13.3-billion gal. in the next 13 years. 

That's an average of 1-billion gal. a year, com- 
pared to the 652-million gal. now used. You'll be 
supplying an army of ultramodern construction 
equipment that would stretch from New York to 
Chicago if placed end to end. 

One major executive predicts jobbers won't get 
much of that business because few are big enough 
to handle the volume. Some companies advise job- 
bers to buy mobile storage units. But jobbers say, 
“We can’t afford stations; how can we swing that?” 

e Gasoline Spiral—AP!I estimates that gasoline 
consumption will rise from 40-billion gal. in ’55 
to 57.5-billion in 1964, Over the next 10 years, 
API predicts individual stations will increase their 
annual gallonage from 198,000 to 265,000. 

But some economists believe API’s figures are 
too conservative. They expect a rise of over 100% 
in the next 15 years, Their thinking is based on 
an expected gain of nearly 30-million new cars, 
and more travel. The average motorist is expected 
to drive 2,000-3,000 more miles a year. 
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sible short supply of station employes 
as highway construction gets under way. 


Some dealers may be hard pressed to compete 
for manpower with contractors, because the pre- 
vailing wage provision of the highway bill will 
make construction jobs even more attractive than 
usual. 


7. What will happen to stations bypassed by new roads? 


bypassed, they say, suffer an immediate drop in 
volume. But in time traffic picks up again on the 
old road and volume is restored. 

“In some cases,” one oil man points out, “by- 
passing can be a blessing, if it clears up an im- 
possible traffic problem. Local customers return 
to areas they once avoided because of time-con- 
suming traffic jams.” Recent studies by the U.S. 
Chamber of Commerce bear out the theory that 
many businesses bounce back. 

For oil companies, however, this means a period 
in which stations must be nursed along, until they 
do bounce back. 


8. What new opportunities will the highway program bring? 


e Streamlined Operations—The new interstate 
system will make up only 1.2% of the nation’s 
road mileage, but will carry 20% of its traffic. The 
expected relocation of many highways will bring 
the elimination of many marginal stations—while 
radical design principles will be applied to others. 

API predicts a 9% hike in the number of sta- 
tions over the next 10 years. But the big gain in 
car population means more customers, and more 
gallonage, for each station. Bhis may require you 
to develop new facilities designed to speed the 
throughput and efficiency of your stations. “Float- 
ing pump islands,” for instance, may begin to ap- 
pear near the interstate system. Giant outlets may 
develop cashier “check-out” systems like those 
used by supermarkets. 

The highway program will bring some of the 
biggest opportunities you’ve ever had. But mar- 
keters agree this is no time for complacency. There 
will also be colossal headaches. 

As Ohio Oil’s Charles Hardwick says: “It’s go- 
ing to take the best efforts we can give. Let’s just 
remember that economic life or death for large 
numbers of oil men and others hangs in the 
balance.” a 
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12 New Year's Resolutions for 


We should all work harder for more 
| peace in the industry 


I feel it can be attained in the 
coming year, It's needed for the 
smaller grass-roots jobber (under 
1.5-million gal.). He’s in ‘trouble 
because he hasn’t got money to 
buy new equipment and expand. 
The majors are never going to 
operate direct in his territory, so 
he should get help. 


Fred A. Bogaert, Shell jobber in Marshalltown, Iowa 


Realize more than ever before the full 
> importance of the dealer-customer 


Petroleum marketers should rec- 
ognize that success for company 
and dealer is mutually interde- 
pendent. Business problems should 
be worked out in close co-opera- 
tion with dealers. We believe that 
frank and friendly discussion will 
accomplish more than any other 
method — including appeals to 
government. 


J. A. Miller, general manager of marketing, Esso 


Establish a state trade commission in 
California 


That would be the best thing that 
could happen for gasoline mar- 
keters in the state. Such a body is 
almost necessary to save small 
business, which has been forgot- 
ten in the present prosperity, and 
to return ethics to gasoline mar- 
keting in California. 


(x 


Kent Moore, Hancock Oil distributor, Glendale, Cal. 
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? Unify the marketing segment into one 


loyal family 


This objective of the API mar- 
keting division is a big job, but it 
can be accomplished by realizing 
that there is a place at the table 
for suppliers, dealers and jobbers, 
and that there are no “poor rela- 
tions.” 


D. T. Colley, marketing vice president, Atlantic 


Suppliers should really do something 
about commercial accounts 


I don’t mean just talk about the 
problem. In 1956 there was a lot 
of soul-searching by suppliers; 
I’m sure some answers were found 
and Id like to see them put into 
practice in 1957. If they would 
just quit selling large consumers 
at or below the jobber’s price the 
problem would be solved. 


C. D. Brown, Conoco commission agent, Shreveport, La. 


10 Simplify the TBA lines to prevent 
obsolescence and over-stocking 


The many changes in 1957 auto- 
mobile models give rise to new 
problems in our training, ware- 
housing, line simplification, serv- 
ice instructions and so forth. Our 
suppliers have always been ready 
to work with us on our mutual 
problems and we both will have 
to work constantly at it. 


Art Sweet, TBA manager, Humble Oil 
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Oil Marketers to Consider 


We should all work at getting around 
the tight money situation 


That’s the toughest problem I 
have. There should be more capi- 
tal available to help jobbers with 
their financing—which is the prin- 
cipal problem for the smal} busi- 
nessman. 


Don Neverman, Phillips jobber in Marinette, Wis. 


7 Suppliers should grant jobbers longer- 
term contracts 


Supplier-jobber relations would be 
immeasurably improved if con- 
tracts were, say, for five years, in- 
stead of for one as at present. This 
would enable the jobber to make 
long range plans; he would be en- 
couraged to work harder if he 
knew his benefits would accrue 
over a longer period. 


a | | 


Sam Ross, Nicoll Bros. Oil Co., Denver jobbership 


II Help the dealer give the motorists 
better service 


We plan to do this in two ways 
—training the dealer and identify- 
ing our service stations coast to 
coast by a common set of colors 
and signs. The dealer should also 
be offered a wider range of TBA 
products and services, whose sales 
will increase his income. 


W. A. Reanier, western marketing manager, Tidewater 
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4 Strengthen management institute and 
DE programs in every state 


Distributive education programs 
should be extended at high school, 
college and adult levels. The re- 
wards will be: (1) more profitable 
jobberships through better under- 
standing of management; (2) an 
improved employe and dealer 
situation through recruitment and 
training of qualified young people. 


Wylie Stalter, Cities Service jobber in Savannah, Ga. 


Oil marketers should settle down and 
concentrate on selling 


This is probably wishful thinking. 
But we'd be a lot better off if we 
weren’t compelled to worry about 
octanes, special additives and how 
many grades. The marketing seg- 
ment could concentrate on selling 
petroleum products and services. 


W. B. Hawke, general manager of domestic sales, Texaco 


12 Devote more effort to building the 
dealer’s prestige 


This means building his ability as 
a merchant, and helping him be- 
come a more respected man in the 
community. He gives the com- 
munity quite a group of services— 
and we have to do more to help 
the community realize it, 


William R. Kelly, manager, sales promotion, Sinclair 





General 


What You Can Expect in 1957 


Both parties will try to outdo each other in helping out 
the little man. Big business may wind up on the short end 


e Watch for a strong push behind a ‘Good Faith’ bill 
to limit product discounts. Tax refunds on stock 
losses caused by disasters are a fairly good bet 


e Don't look for small business tax relief—or for curbs 
on the depletion allowance, a broad-gauge marketing 
probe, or divorcement. But each issue has its backers 


e Oil imports restrictions are unlikely while the crisis 
lasts in the Middle East. The gas bill is up to Ike 


When you've finished reading this report, you'll know what you stand 


to gain — or lose — from this year's legislative sessions . . . 


FOR OIL MARKETERS, 1957 shapes 
up as a year when the powers-that-be 
in Washington will produce some new 
answers to old problems. 

There is no such thing as “final” 
government action. Laws and deci- 
sions by courts and regulatory bodies 
can always be undone. But when the 
next 12 months have passed, oil mar- 
keters should have more reliable an- 
swers to such basic questions as these: 

e Under what circumstances may 
a gasoline supplier grant discounts to 
some customers—but not all—without 
running afoul of anti-price discrimina- 
tion laws? 

e How far can a major oil com- 
pany go in encouraging independent 
and lease dealers to handle company- 
sponsored TBA lines? 

e Is government destined to be- 
come the umpire over disputes be- 
tween major suppliers on the one 
hand, and jobbers and dealers on the 
other? 

e Will government do anything— 
such as granting a tax break or fed- 
eral financing—to help jobbers and 
other small operators? 

Washington is a political city, and 
most oil problems that find their way 
to the nation’s capital are decided in 
a political framework. The over- 
whelming fact of life in 1957 is that 
the executive branch is run by Pres- 
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ident Eisenhower, one of the most 
popular Republican presidents in his- 
tory. At the other end of Pennsylvania 
Avenue, both Houses of Congress are 
controlled by Democrats. 

Both parties already have their eyes 
turned toward the next Presidential 
election in 1960. Since Eisenhower 
can’t run again, GOP strategists are 
determined to destroy any feeling that 
their party represents the “big inter- 
ests” while the Democrats are the 
“party of the people.” 

In this situation, observers in Wash- 
ington agree, each party will try to 
outdo the other in favors for the Little 
Man—that is, the laborer, the small 
businessman and the farmer. Big busi- 
ness may find itself on the defensive. 

The impact on the oil industry may 
be considerable. For instance . . . 


Marketing Investigations 


Rep. James Roosevelt has served 
notice he plans to launch another in- 
vestigation of gasoline marketing early 
in this Congress. As chairman of a 
House small business subcommittee, 
he concluded after a similar inquiry in 
the last Congress that gasoline retailers 
need more government protection 
against alleged coercion and price dis- 
crimination by their suppliers. 

The California Democrat will again 
introduce divorcement legislation. His 


bill, sure to be backed by the National 
Congress of Petroleum Retailers, will 
be aimed at forcing integrated oil 
companies to cease operating company 
stations in competition with their own 
independent or lessee outlets. 

On the other side of Capitol Hill, 
Sen. Hubert Humphrey (D., Minn.) is 
expected to renew his call for an ap- 
propriation of $600,000 so the Fed- 
eral Trade Commission can make an 
exhaustive 18-month study of oil mar- 
keting and its relationships with other 
segments of the petroleum industry. 

However, it is far from certain that 
either of these proposed investiga- 
tions will actually come off. Rep. 
Wright Patman, Texas Democrat who 
heads the House small business com- 
mittee, has yet to give his blessing to 
Roosevelt’s plans. And the proposed 
FTC inquiry will run smack up against 
the fact that Congress rarely votes this 
kind of money for an investigation un- 
less there is heavy public demand. 


Antimonopoly Moves 


The Eisenhower administration has 
surprised its Democratic critics—and 
dismayed some of its supporters—by 
its vigor in prosecuting alleged viola- 
tions of the antitrust and antiprice 
discrimination laws. The Justice Dept. 
and the GOP-dominated FTC will 
continue this offensive in 1957. And 
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from Washington 


they'll have plenty of help from Demo- 
crats on Capitol Hill. 

Good Faith—The most basic ques- 
tion to be resolved for the oil indus- 
try is whether discounts may be 
granted in good faith to selected cus- 
tomers to meet the low price of a com- 
petitor. 

In 1951, the U. S. Supreme Court 
ruled in the celebrated “Detroit Case” 
that meeting competition in good faith 
constitutes a complete defense to 
charges of price discrimination, wheth- 
er or not the discounts involved lessen 
competition. 

However, Rep. Patman, author of 
the Robinson-Patman Act, claims the 
court ruling perverts Congress’ origi- 
nal intent in passing the anti-price dis- 
crimination law. He was the driving 
force behind an attempt in the 84th 
Congress to pass a bill reversing the 
Supreme Court ruling. The measure 
sailed through the House, but bogged 
down in the Senate after running into 
aroused opposition from jobbers and 
major oil companies. 

The bill is expected to get an earlier 
start this time—and will be hard to 
stop. It will have the backing of the 
FTC majority, the Nationa: Congress 
of Petroleum Retailers, and other 
small business groups. All these pro- 
ponents say selective discounts, even 
when granted in good faith to meet 
competition, should be illegal if they 
tend to lessen competition or create 
monopoly. 

The National Oil Jobbers Council 
and major marketers consider the pro- 
posal dangerous. They say the wording 
is so broad that all wholesale allow- 
ances might be suspect—that suppliers, 
indeed, might have to take over the 
jobber function to be on the safe side. 

Washington observers expect the bill 
to pass unless there is a much stronger 
campaign against it than there was 
last year. There is a slight chance of 
a compromise on the bill between 
NOJC and NCPR. If this happens, 
it will greatly increase chances of pas- 
sage, since the jobbers formed the 
brunt of the opposition last year. 

But ne matter what Congress does, 
the FTC is asking the Supreme Court 
to rule that Standard Oil Co. (Indi- 
ana) did not act in good faith by grant- 
ing discounts to jobbers who resell 
through their own retail stations. If 
upheld by the Court, this view is 
seen as threatening the jobber’s func- 
tional right to a lower price than that 


Legislation Scoreboard 


Bill Coming Up 





Divorcement of marketing 
FTC marketing investigation 
"Good Faith’ bill 

Lower small business taxes 


Tax refund for gasoline 
stocks destroyed by disaster 


Change in level of ‘gas’ tax 
Oil imports restrictions 


Drop in depletion allowance 


Extension of minimum wage and hour laws 


Natural gas bill 


granted retail outlets by his supplier. 

Voluntary Allowances—FTC, mean- 
while, is pushing an attack on the 
right of a gasoline supplier to grant 
voluntary allowances—or discounts 
off tank wagon prices—to retail out- 
lets faced with cut-rate competition. 

NCPR claims suppliers actually use 
voluntary allowances as a price-fixing 
mechanism in a given area, thereby 
working a hardship on dealers not 
favored with the allowance. Suppliers 
say, however, that dealers caught in 
cutthroat competition simply won’t be 
able to stay in business if they are 
denied voluntary allowances. 

The commission previously took the 
view that such allowances were legal, 
under the Supreme Court’s Detroit 
Case decision. But an about-face was 
launched officially last September 
when price discrimination charges 
were filed against Sun Oil Co. and 
Pure Oil Co. (NPN—Nov. ’56, p97). 

FTC apparently now takes the view 
urged on it by the NCPR and con- 
gressional critics that a supplier can 
grant voluntary allowances to specific 
dealers only to meet the supplier’s 
own wholesale competition, not the 
retail competition of his dealer out- 
lets. 

The new cases may also provide 
some needed guideposts on the ques- 
tion of just what is the competitive 
area within which suppliers must grant 
all dealers the same price. The com- 
mission decision, almost certain to 
wind up in court no matter how it 
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Chance of Passage 





Poor 
Poor 


Good 


Fair 


Fair 
Poot 
Poor 
(if Mideast crisis lasts). 
Poor 
Good 


Depends on 
President 


goes, is not expected for several 
months. 

Fair Trade—Justice Dept. attorneys 
are known to be considering a trial 
case against gasoline fair-trading where 
the supplier operates retail stations in 
competition with lessee or independ- 
ent dealers with whom he signs price 
maintenance agreements. 

A federal judge in Boston has al- 
ready ruled that in a private suit Esso 
Standard Oil Co., by direct sales to 
commercial accounts, is competing 
with two service station outlets in the 
area with whom it maintains fair trade 
agreement. The decision is being ap- 
pealed. 

Overriding Commissions—FTC al- 
so is challenging the legality of “over- 
riding commissions” which major oil 
companies receive from the big tire 
companies in return for encouraging 
gasoline dealers to handle certain lines 
of TBA. The commission claims the 
oil companies illegally coerce their 
lessee dealers into handling the spon- 
sored TBA goods exclusively. 

Quantity Discounts—An _ earlier 
commission decision on tire quantity 
discounts is being fought over in the 
courts. In 1955, a federal court threw 
out the FTC rule limiting the maxi- 
mum quantity on which tire makers 
can grant discounts to one carload. 
However, FTC is appealing and the 
issue is bound to wind up in the Su- 
preme Court. 

Trading Stamps—A batch of new 

(Continued on next page) 
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General 


“The Middle East situation will have a major impact 
on prices of oil products. Already in sight: tighter 
supply, higher fuel oil prices.”” 


(Story begins on page 66) 

cases involving the use of trading 
stamps in service stations and other 
retail operations is expected at the 
FTC early in 1957. Commission in- 
vestigators have already taken a close 
look at possible price discrimination, 
exclusive dealing or collusive action 
between stamp sellers and their cus- 
tomers, the retailers. 

Mergers—Both FTC and the Justice 
Dept. will again seek a pre-merger no- 
tification bill, requiring large com- 
panies to give the government advance 
notice when they plan to merge. FTC 
also wants power, already held by the 
Justice Dept., to get an injunction 
blocking impending mergers until it 
can rule on their legality. A similar 
bill was strongly opposed by major 
oil companies last year. The measure 
died in the Senate in the closing days 
of Congress. 


Help for Small Business 


Both political parties were impress- 
ed last year with complaints from 
small businessmen that they found it 
increasingly difficult to compete 
against giant corporations. Many ob- 
servers maintain that the growing 
number of mergers, in which big com- 
panies bought up small ones, bears out 
the complaints. The plight of the 
small businessman became a cam- 
paign issue. 

Taxes—The Eisenhower adminis- 
tration first planned, as a result, to 
push for a change in the tax laws 
reducing the corporate tax rate on 
the first $25,000 of profits from the 
present 30% to 20%. Above $25,000, 
the present rate of 52% would remain 
the same under this plan. 

However, the administration’s fi- 
nancial quarterbacks have now 
changed their signals. They see in- 
flation as a continuing danger, and 
thus are not going to push tax re- 
duction seriously. The Democrats are 
showing flagging interest in the pro- 
posal, too. But it will be quickly re- 
vived if the national economy takes 
a serious downturn. 

Another administration idea, which 
may receive more attention, is to al- 
low accelerated depreciation of used 
property up to $50,000 worth. At 
present, this tax provision can be ap- 
plied only to new plant and equip- 
ment, 

In its overhaul of the tax laws, the 
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House Ways and Means Committee 
again will consider a proposal that a 
tax refund be granted when large 
stocks of gasoline and other products 
are destroyed by fire or other natural 
disaster. This bill has a good chance 
to pass unless it again bogs down as 
part of an omnibus tax measure. 

Another tax bill pushed by the Na- 
tional Oil Jobbers Council, however, 
has considerably less chance. This is 
a proposal that the gasoline tax be 
imposed at the wholesale rather than 
the refinery level. This would allow the 
jobber to avoid tying up a large chunk 
of his capital in tax payments before 
he has sold his products. The Treasury 
Dept. is flatly opposed to the measure 
on grounds it would lead to similar 
treatment of other excise taxes and 
vastly complicate tax collection. 

Government Loans—There is also 
considerable doubt that jobbers will 
get concrete help on another vexing 
problem—long-term financing. 

The administration’s anti-inflation 
tight-money policy has made bank 
loans for small businessmen scarcer 
than ever. When a banker has only 
so much money to lend, it naturally 
goes to the best risks—and these are 
usually big companies. An obvious an- 
swer is government financing, and the 
small business administration’s loan 
program was created for just this 
purpose. However, there is a time lag 
of several weeks between applications 
and approvals. Many jobbers say the 
delay—and the difficulty in getting the 
loans at all—make the SBA program 
of little practical help. 

Conscious of criticisms, SBA is 
stepping up its loan program and is 
under pressure to step it up even more. 
It remains to be seen whether jobbers 
will be able to obtain adequate long- 
term financing from the agency. 


The Rest of the Issues 


Oil marketers have a big stake in 
several other issues that will con- 
front Washington policy-makers in the 
coming year. 

Middle East—The handling of the 
Middle East situation will have a 
major impact on prices of oil prod- 
ucts. New demand from Western 
Europe already is bringing tight sup- 
plies and higher prices for fuel oil. 

Industry leaders believe the price 
of gasoline will remain relatively sta- 
ble for several weeks, because huge 


stocks must be worked off before the 
new demand will be felt fully among 
crude producers and refiners. 

However, if the European fuel fam- 
ine requires extended U.S. help, long 
pent-up demands for crude price in- 
creases would be hard to stave off. 
And any such increases may be re- 
flected in prices of products. Govern- 
ment officials insist, however, that fuel 
rationing will not be necessary in this 
country. 

The Middle East crises, because of 
the resulting demand for U.S. oil, 
promises to stifle oil imports as a big 
issue in 1957. 

Restrictive legislation may still be 
introduced, but Congress is not ex- 
pected to act as long as fields in the 
Southwest are enjoying prosperity by 
pumping out emergency supplies of 
crude for Europe. 

Depletion—The oil and gas per- 
centage depletion may undergo close 
scrutiny in Congress this year. 

A House subcommittee is investigat- 
ing so-called loopholes in the tax laws 
which allegedly favor small segments 
of taxpayers. Rep. Wilbur Mills, Ar- 
kansas Democrat who heads the group, 
indicates that depletion will be among 
the subjects studied. 

The NOJC and the NCPR have 
questioned whether some suppliers use 
percentage depletion to subsidize mar- 
keting operations, making it harder 
for non-integrated marketers to com- 
pete. Major oil companies have re- 
peatedly said this is not so. 

Minimum Wage—A serious effort 
will be made this year by the Eisen- 
hower administration and liberal law- 
makers to push through legislation ex- 
tending coverage of minimum wage 
and hour laws to retail and service em- 
ployes. This would make many oil 
marketing workers subject to the law 
for the first time. In the oil industry, 
the heaviest impact would be in the 
South. 

Gas Bill—The most controversial 
oil industry legislation likely to be con- 
sidered by Congress in 1957 is a new 
measure aimed at easing federal con- 
trol of natural gas producers. 

The Harris-Fulbright bill passed 
Congress last year, but was vetoed by 
President Eisenhower when question- 
able campaign contributions were 
brought to light. Gas producers are 
confident a new bill will pass if a 
unified approach is achieved among 
producers, pipe line companies and 
local gas utilities. NOJC backed the 
gas bill in the last Congress, but took 
no active part. Most observers say it 
depends on the President. If he gives 
the green light, the bill is expected to 
pass. ® 
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Business Looks Even Better for 1957 


e Consumer spending should be the biggest, most 
dynamic factor in helping this year break last 


year's records 


e That's good news for oil marketers, because 
expenditures for gasoline and oil have risen 
even faster than total spendable income .. . 


THE INCREASE is slowing down a 
bit: consumer spending on petroleum 
products should rise to $8.4-billion this 
year, a 3.7% growth over the 1956 
estimate. Disposable consumer income 
(what’s left after taxes) will go up 
4.9% from last year. But expenditures 
on gasoline and oil will rise 180% 
over the 1946 figure of $3-billion, 
while disposable income will increase 
88.4% over 1946 (chart). 

The American people will put about 
2.8% of their spendable income into 
petroleum products this year, com- 
pared to about 1.26% in 1946. This 
reflects steadily rising petroleum de- 
mand—expected to be up 4.6% over 
last year (NPN—Dec. °56, p86). 

Expenditures on petroleum products 
are of course only part of the dynamic 
role played by consumer spending in 
American economic growth. Consumer 
spending should account for roughly 
two-thirds of gross national product 
this year, as it did in 1956. 

(Gross national product is a meas- 
ure in dollars of all goods and services 
produced. It can be expected to aver- 
age $435-billion in 1957, compared 
to an estimated $411-billion in 1956. 
The rise will probably continue 
through each quarter of the year, 
despite predictions of a slump in the 
second half.) 

Consumer spending of course de- 
pends on the money people have—on 
disposable income. This should run 
$14-billion higher this year than last, 
thanks to employment increases, pay- 
roll hikes, and reduction of the in- 
stallment debt acquired in 1955. Small 
business and farm income will rise, 
too. 

Business spending and production 
will also rise in 1957—perhaps not as 
much as in the past two years, but 
enough to set new record totals. 

Expenditures on new plants and 
equipment are expected to increase 
11% over 1956: $40-billion is planned 


By McGraw-Hill Dept. of Economics 


for this year compared with $36-bil- 
lion estimated for last year. Money, 
materials and labor may be hard to 
get, but competition and technical ad- 
vances make business want to spend if 
it can only get the funds to do it. 
Inventory spending, on the other 
hand, will probably rise only a little. 

Industrial production should move 
upward at least through the first six 
months of the year, on the momentum 
of its upward swing at year-end after 
a slump last summer. There may be 
a period of “rolling adjustment” after 
the first half. 

Among industries of particular in- 
terest to oil men, iron and steel output 
will most likely reach 120-million tons, 


a 5-million ton increase over the 1956 
figure. Operations will probably con- 
tinue to run at 90% of capacity, but 
capacity itself will be larger. 

The automobile manufacturers plan 
to produce about 8-million cars and 
trucks this year, a 10% gain over 
1956, but well below the 1955 figure 
of 9-million. About 7-million of these 
should be passenger cars, but it may 
not be possible to meet that figure: an 
over-tight money market might curb 
consumer financing of an expenditure 
as big as a new Car. 

Government spending is also a big 
factor in economic growth; it should 
rise by nearly $6-billion this year, 
counting state and local expenditures. 
Defense spending will probably rise 
beyond the extra $2-billion budgeted 
before the Suez crisis; costs are going 
up and expected cuts in manpower and 
conventional armaments are not likely 
to be made. 

Washington also plans to up spend- 
ing on civilian programs, particularly 
the soil-bank plan for farmers and 
aid to the states for highways and 
schools. State and local governments 
will also be spending more. * 
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Brief But Significant 


@ Socony Mobil Oil Co. has set up the 
industry’s first full-time executive in 
charge of dealer-distributor relations. 
George D. McDaniel, formerly eastern 
region general manager, becomes as- 
sistant for dealer-distributor relations 
to Vernon A. Bellman, new director 
for domestic marketing (see p157). 


SIGNIFICANCE: Socony’s interest in 
dealer and distributor relations is a 
symptom of renewed industry stress on 
this area of marketing. Watch for other 
companies to follow Socony’s lead. 


@ Michigan figures for comparable 
gallonages, 1950-1955, shows suppliers 
raised gallonage over 30% during the 
five-year period, jobbers went up al- 
most 28%, and private brands gained 
more than 55%. 


SIGNIFICANCE: Though private brands 
still comprise only 15% of total sales 
in Michigan, their big gallonage jump 
since 1950 is new evidence of a current 
widespread boom for private branders. 


@ Europe, famished for oil by the 
Mideast crisis, wants crude oil and 
fuel oil from the U. S.—but not gaso- 
line. 


SIGNIFICANCE: This could be a two- 
edged sword against jobbers. Depressed 
gasoline markets might mean price 
wars, would give the majors bigger 
advantage on commercial accounts. 
With demand raising fuel oil prices, 
natural gas could make further inroads 
against oil. 


@ Union Oil of California has reor- 
ganized its marketing department un- 
der Roy Linden, now vice president in 
charge of marketing. Wholesale and 
retail responsibilities will be divided 
under a dealer sales manager and a 
direct sales manager; in each of the 
company’s three primary marketing 
territories, responsibilities will be 
divided between dealer and direct 
sales. A single manager was previously 
in charge of each territory. 


SIGNIFICANCE: Union joins the list of 


major marketers organized by type of 
customer rather than by product or 


simple geography. 


@ Florida Development Commission 

is asking a $6.5-million appropriation 

to keep up its promotion of tourism, 

which brought 1.5-million southbound 

tourist cars carrying over 4.5-million 

people into the state in 1955. 
SIGNIFICANCE: Continuing promotion 
would help insure Florida oil marketers 
of further growth in one of the coun- 
try’s lushest markets. 
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@ The Esso Education Foundation re- 
cently announced gifts totalling $1,- 
191,450 to privately supported colleges 
and universities in the United States. 
The figure tops the previous year’s 
total of $1,067,900. 


SIGNIFICANCE: The foundation's acti- 
vity is a good example of the growing 
interest of the business community in 
the health of higher education in this 
country. 


@ Shell Oil Co. emerged as top oil 
company buyer of spot TV time in 
the third quarter of 1956. Figures 
compiled by Advertising Age show 
Shell in 24th place among all adver- 
tisers and Esso Standard Oil Co. 34th. 
In the second quarter, Shell was in 
50th place among all advertisers, Esso 
in 36th. 


SIGNIFICANCE: Oil is becoming a much 
bigger user of spot TV time as a result 
of super-premium and third-grade pro- 
motions. 


@ The last doubts about use of alu- 
minum tanks for flammable liquids 
seem to have been settled. A commit- 
tee of the National Fire Protection 
Assn. recently approved a report say- 
ing fire tests of aluminum tanks for 
flammable liquids are not necessary. 
NFPA standards allowing the use of 
aluminum tanks had been questioned 
by some local authorities; these stand- 
ards will be retained. 


SIGNIFICANCE: Most localities that now 
prohibit aluminum tanks are expected 
to be influenced by the NFPA decision 
and change their laws. 


@ Oil tank trucks and trailers may 
now be made of stainless steel of the 
same gage as high-tensile steel cur- 
rently in use. Amendments to ICC 
safety regulations making this pos- 
sible went into effect last month. 


SIGNIFICANCE: Wider testing of stain- 
less as a tank material is now possible; 
some truckers think it’s preferable to 
aluminum because it’s more durable, 
but it’s also more expensive (NPN— 
June ’56, p132). 


@ The Navy will ask Congress for 
funds to reopen the Rifle, Colo., oil 
shale experimental plant. 


SIGNIFICANCE: Mideast oil trouble has 
focussed new attention on domestic 
reserves and stepped up research. This 
could hurry the day when gasoline 
made from shale will be economically 
competitive with its liquid petroleum 
cousin, 


@ Standard Oil Co. of California is 
turning its western division into a 
wholly-integrated subsidiary, Standard 
Oil Co. of California, Western Opera- 
tions, Inc. It will be the largest oil 
company in the West, says T. S. Peter- 
sen, president of the parent company. 


SIGNIFICANCE: The move will free 
parent company executives from day- 
to-day operating responsibilities so they 
can concentrate on long-range plans 
and policies. It’s another example of 
the growth of decentralization in the 
oil business. 


@ The Agriculture Department esti- 
mates that farm motor fuel consump- 
tion currently runs about 7-billion gal. 
a year. Gasoline accounts for about 
6.3-billion gal. (90%); 3-billion gal. of 
this is used for off-highway purposes. 
Prices paid for gasoline by farmers 
reached an index of 117 for 1956 
(1947-49 equals 100) compared to 114 
for 1955. 


SIGNIFICANCE: Farm business is still a 
big slice of the pie for oil marketers, 
despite the farmer’s troubles. 


@ A set of policies designed to fore- 
stall restrictive ordinances against serv- 
ice stations has been adopted by API's 
service station advisory committee, 
over opposition of committee members 
from National Congress of Petroleum 
Retailers. Indiana Standard president 
F. O. Prior urges that APIC and OIIC 
efforts be coordinated to advance the 
policies. 
SIGNIFICANCE: API's fight against re- 
strictive measures may be strengthened. 
Core of the new policies: agitation for 
“the same right to do business as other 
retail outlets.” 


@ Union Oil Co. of California has 
announced it will drop billboard ad- 
vertising in 1957. Bulk of former out- 
door budget will go to newspaper 
linage. Union has used the billboard 
media heavily in the past. 


SIGNIFICANCE: Union cites two factors 
behind move: traffic hazard and “grow- 
ing resentment” against billboards, Out- 
door agencies say Union moves out at 
“peak point” of public acceptance. 





Beating the tax man 


is no crime when you do it the 
legal way. Read how it's done on 


page 76 
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Stopped . .. because the plan you're using 
was tailored for somebody else’s business— 

not yours? Then, it’s time to consider Ashland Oil & 
Refining Company for your supplier. We offer you a 
plan for your business, not the other fellow’s. 

Others before you have found we could help them 
build a successful, independent business. Ashland Oil 
is recognized e.erywhere as the independent supplier of 
high octane gasolines and other quality 

petroleum products for independent operators 

who wanted to stay independent. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 £. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
0. 1402 Federal Reserve Bank Bldg. — CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0., Standard Bidg. — DETROIT, 
MICH., Dearborn P. 0.\Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, O., P. 0. Box 210 — FREEDOM, PA. — 
LOUISVILLE, KY., 1202 S. Third St — NASHVILLE, TENN., 5 E. Main — PADUCAH KY. — PITTSBURGH, PA., 711 Park Bidg. 


The Independent Brand for Independents 
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“A dvuertised-in-LIFE” 
STEERS MORE SALES YOUR WAY! 


You'll find motorists in your community drive in for the auto- 
motive accessories they’ve seen advertised in LIFE. That’s 
because LIFE’s national selling power has a powerful Jocal 
impact that pays off in more business for you. 

Advertisers rely on LIFE to create a coast-to-coast demand 
for their products because they know LIFE reaches more car 
owning households than any other weekly magazine. 


And people who sell— garage operators, parts outlets, auto 

dealers, service stations—use the ‘‘Advertised-in-LIFE” sym- 
bol to profit from the increased traffic and sales at the point 
of sale. 
For LIFE reaches 3 out of 5 households in the average com- 
munity all across the country in a 13-week period. And LIFE 
gets action. It stimulates people to think, to talk—to buy the 
products they see in LIFE. 


LIFE LEADS 


IN WEEKLY CIRCULATION IN WEEKLY READERSHIP 


5,714,310 26,450,000 
Saturday Evening P (050, 
urday Evening Post 4,861,638 Look (bi-weekly)... ...... 18,050,000 


Look (bi-weekly) 4,189,004 ; 
Time 2,036,997 Saturday Evening Post... . 14,050,000 
A Study of Four Media 


ABC Publisher Statements, Jan.-June, 1956 




















Household Audience Source: A Study of the Household Accumulative Audience of LIFE. 
People Respond to LIFE 


January, 1957 * NATIONAL PETROLEUM NEWS 





@ 73 


Two Easy 

Steps to Install 
the FRAM 
FILTRONIC Easy 
Change Oil Filter 
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OIL * AIR + FUEL * WATER 


1. Unscrew dirty filter from base 
and discard. 


2. Screw new FRAM Filtronic Easy 
Change Filter on base until gasket 
on filter contacts base. Then tighten 
at least 2 turn more—vuse no tools. 
Turn by hand only. 


TAKES LESS THAN 6 MINUTES 


| Q ee i | 
F by — oo = 
y ‘ bs : — ; 2 


(Patent Pending) 


equipment on 195) cars 


NOW—from the world’s finest 
filtration laboratories comes this 
NEW FRAM FILTRONIC 

EASY CHANGE OIL FILTER 


The new Fram Filtronic Easy Change Oil Filter is complete in one unit! 
No housing, no cover, no separate gasket, no oil lines! No connections 
or adjustments! No tools required! 


The Fram Filtronic Easy Change Oil Filter screws into place as easily 
as a light bulb. And it’s safer, too. The Fram Filtronic Easy Change Oil 
Filter has a permanent, built-in gasket that insures a positive, leak- 
proof seal and a built-in relief valve that insures adequate oil flow under 
all conditions. Built-in seals prevent drain back and messy oil spills—no 
need for bucket or dirty wiping rags. A special coating on body provides 
a sure grip when removing or replacing—no time lost in looking for or 
picking up tools. 


New developments like this from FRAM are just more proof that America’s 
best known, most advanced filter line belongs in your TBA program. Write 
or phone now for details that make profit sense for you. 


FRAM Corporation, Providence 16, R.I. Fram Canada Ltd., Stratford, Ont. 
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How to Keep More Profits: Pay 


You can taxe home more of the money you make, worry 
less about scrambling for new profits, if you plan your 
business to get the most out of the tax laws 


Incorporation usually comes first. After that, you can... 


® Save by writing off business expenses that otherwise 
would come out of your own pocket 


@ Put yourself in a lower tax bracket by splitting earnings 
between corporate and personal income 


@ Set up plans for deferring payments until you retire— 
when your taxes would ordinarily be less 


Now’s the time to plan lower taxes for 1957 


Like many marketers, you may feel your big prob- 
lem isn’t making more profit, but keeping Uncle Sam 
from taking so much of it. There are ways of solving 
that problem, and there’s nothing wrong with using 
them: tax avoidance is perfectly legal and ethical— 
unlike tax evasion, which is neither. 


The government philosophy was expressed at a 
Congressional hearing by Justin F. Winkle, assistant 
commissioner of the Internal Revenue Service: “We 
are out to collect every penny that is legally due, but 
not a penny more. And I think the Supreme Court 
settled some time ago that a taxpayer has a right to 
legally avoid his taxes...” 


How Incorporation Can Help 


The trick, of course, is to know how you can “legally 
avoid” your taxes. A good tax consultant can often help 
you do this without any basic change in your business. 
But for one-owner companies and partnerships, there’s 
another way to make dramatic tax savings. That’s to 
incorporate. 

It doesn’t apply to every case, of course. Incorporat- 
ing has drawbacks, too, unless business volume is great 
enough to make the tax savings worthwhile. From a 
tax standpoint, the major benefit of incorporating may 
be the right to charge as business expenses some of the 
costs that a sole proprietorship or partnership must 


cover with after-tax dollars. 

Besides gaining certain tax advantages that aren't 
available to other forms of business, the corporation 
offers a way to perpetuate a business. A corporation is 
a separate entity from its owners—a person in its own 
right in the eyes of the law—that maintains its value 
and assets after the death or retirement of its key men. 

A corporation also offers limited liability: it’s respon- 
sible for its obligations only to the extent of its cor- 
porate assets. The owner’s personal fortune (like his 
house or savings account) isn’t affected by corporate 
debts. A sole proprietor or partners may have to use 
personal resources to meet business obligations. 

As a guide to whether or not it will pay to incor- 
porate, a Cities Service booklet, “Let’s Talk About 
Money,” advises: 

e If your business produces less than $16,000-18,000 
a year in taxable income (for a married man) or $8,000- 
$10,000 (for a single man), you probably should not 
incorporate. 

e If your business produces more than $20,000 a 
year in taxable income, you probably should incor- 
porate. 

e And if you want to obtain the advantages of 
limited liability and continuity of existence for your 
business, you definitely should incorporate. 

You should bear in mind that the sole proprietor or 
partners who incorporate don’t lose control of the 
business just because they must elect a board of direc- 
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tors. The board is merely an instrument of the will of 
the stockholders. You and any partners you choose— 
or you alone—can be the only stockholders, to be sure 
the board will do what you want. That’s what is called 
a closely held corporation—one in which all or sub- 
stantially all of the stock is held by the owner-managers 
without being offered to the general public. It is usually 
set up with restrictive agreements requiring shares to 
be offered to stockholders before any outsider can bid 
for them. 

If you convert your proprietorship or partnership 
into a closely held corporation, here are some of the 
tax advantages you gain: 

¢ Tax Balancing. You can channel earnings into 
either corporate or personal income. If one of them 
grows too large, it will fall into a higher tax bracket; 
you can shift some earnings to the other and reduce 
or equalize the tax burden. 

© Avoidance of Dividend Taxation. You can turn 
earnings to other profitable uses besides dividends, thus 
avoid the “double taxation” that is levied on dividend 
payments. 

© Deferring of Income. Chief among these alternate 
uses for net earnings of the corporation are two forms 
of deferred income: pension plans and profit-sharing 
trusts. Instead of taking your income from the corpora- 
tion now while you are in a relatively high tax bracket, 
you can postpone some of it until your retirement, 
when this income will be taxed at lower rates. 


. 


How To Balance Your Taxes 


If you incorporate, your business is subject to cor- 
porate income taxes. You, of course, continue to pay 
personal income taxes. You derive income from the 
corporation in three principal ways: salary, dividends 
as a shareholder, and deferred payment plans as an 
employe. 

To save over-all earnings from being soaked up by 
taxes, it is important to adjust their distribution so the 
corporate tax rate and your personal income tax rate 
will be in about the same bracket. This can be done by 
adjusting: 

e Salary, which is taxable income to you now but 
a tax-deductible business expense to the corporation. 

® Dividends, which are paid by the corporation from 
its after-tax profits and are also income to you now. 

© Deferred payments, which can be business expenses 
of the corporation and income to you in future years. 

Corporate net income is subject to a tax of 30% 
on the first $25,000 and 52% on additional earnings. 
The 52% rate includes a 22% surtax, part of which 
is an “emergency tax” that is renewed by Congress on 
a year-to-year basis. Your individual earnings are taxed 
at the rate of 22% for the first $4,000 of taxable 
income; the rate goes up in higher earnings brackets. 

In figuring potential tax liabilities, attorneys and 
accountants look hard at your average tax ratio. This 
is about two-thirds of the rate applied to the highest 
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bracket of taxable income, if your net earnings after 
normal deductions and exemptions come to between 
$10,000 and $60,000. 

For example, if your earnings put you in the 47% 
bracket on the top thousands of dollars, your average 
tax ratio is just under 32%. In other words, the tax 
you actually pay equals about 32% of your net income, 
on the average. 

Average tax rates, both for yourself and for the 
corporation, are an important factor in your tax- 
balancing decisions. Here’s why: 

Suppose you are president of a corporation that 
would be earning $60,000 this year if you didn’t take 
any salary at all. Suppose, too, that it would be reason- 
able to pay you $35,000 as salary. 

If this $35,000 remained in the corporation’s ac- 
counts, it would be subject to the corporate tax rate 
of 52%. 

If, on the other hand, the $35,000 was paid to you 
as salary, it would be subject, in a joint personal in- 
come tax return, to an average tax rate of no more 
than 30.86%, though its top bracket is taxed at 50%. 

The difference of more than 21% in the tax rates 
would result in a saving of around $7,500 by taking 
the $35,000 salary as president. (Continued next page) 


About the Authors 


Holefca 


Dan S. Holefca is president of Holefca & Associates, 
Executive Compensation Consultants, Detroit. He has 
been in the insurance business since 1936, starting his 
present firm in 1947. Holefca & Associates is a consult- 
ing firm for pension and profit-sharing plans; Mr. 
Holefca also heads Benefit Plan Administrators, Inc., 
which sets up group insurance and benefit plans. 

Joseph D. Hadley is general counsel of the Michigan 
Petroleum Association and has been a practicing at- 
torney for 24 years. A member of the Detroit law firm 
of Fisher, Stevens, House & Hadley, he is a specialist 
in all phases of taxation. He is a former director of the 
Michigan Motor Fuel Tax Department. 





Management 





Tax avoidance is perfectly legal . . . 


(Story begins on page 76) 

Tax consultants say that in a small corporation whose 
annual earnings don’t exceed the first corporate tax 
bracket of 30% on the first $25,000, a stockholder- 
employe should be paid enough salary so his taxable 
income is about $12,000. At this income bracket, he 
too will be paying a 30% tax at his top rate, but only 
about 20% on his average tax ratio. 

In a larger corporation whose earnings rise into the 
52% bracket, a stockholder-employe should be paid 
about $36,000 a year of taxable income in order to put 
him into a comparable 53% tax bracket on his last 
thousands of dollars of income. That would make his 
average tax ratio about 33%. 

In each case, payment of a lesser salary would result 
in am unnecessary waste—money going to the tax 
collector instead of to you. 


How to Economize on Dividends 


You might think it wouldn’t make much difference 
whether the stockholder-employe in such a case got his 
$36,000 of taxable income in the form of salary or in 
dividends. But there’s really quite a difference. That’s 
because dividend money is taxed twice before it be- 
comes spendable income. 

First, corporate net income—out of which dividends 
are paid—is sliced down by corporate tax rates of 30% 
or 52%. Dividends come out of what’s left. They 
aren’t classed as business expenses, hence aren’t de- 
ductible before taxes. 

Second, the stockholder who receives the dividends 
must add this money to his other income and pay 
personal income tax on it. It’s true that the law exempts 
from income tax the first $50, or $100 on a joint 
return, of income from dividends. And there’s a direct 
credit against the final tax payment of 4% of the 
dividends received in excess of that $50 or $100. Still, 
a sizable income from dividends may push the stock- 
holder into a higher tax bracket, where he retains even 
less of the money for his own use. As a result: 


Tax evasion is not 


e If both the corporation and its principal owner 
are in a 30% top tax bracket, taxes take 51% of 
dividends. 

e If both are in a 52%-53% tax bracket, taxes take 
77% of dividends. 

e If the corporation is in a 52% bracket and the 
owner in a 75% bracket, taxes take 88% of dividends. 

This dilution of corporate earnings through distribu- 
tion in the form of dividends is not widely understood, 
even by many experienced businessmen. 

Take the case of two 55-year-old men who jointly 
owned all the stock of a small corporation. They 
bragged to a management consultant about the divi-+ 
dend record of their company—yielding each man 
$7,500 a year in dividends for the past 10 years. The 
company is in the 52% tax bracket, and both men 
were on about the same personal income tax level. 

The two owners were astonished when the consultant 
told them they were wasting more than $20,000 a year 
by their dividend policy. The consultant explained it 
by simple arithmetic: It takes $4 of corporate earnings 
to give a shareholder $1 of spendable, after-tax-income: 
$4 of corporate earnings minus about 50% corporate 
income tax leaves $2; take away another 50% in 
personal income tax and you have only $1. 

Thus, said the consultant, $30,000 of corporate earn- 
ings shrinks to $7,500 of spendable money. Proper 
tax planning can reduce this shrinkage. 

In this case, the consultant showed the owners how 
they could remove the entire $30,000 from corporate 
taxation. Instead of taking any dividend payments, the 
two men took bonuses of $7,500 each as reasonable 
salary payments. These came under the heading of 
business expenses not subject to corporate tax. Thus, 
they netted the same spending money—$3,750 each 
after their 50% personal income tax. 

The bonuses accounted for $15,000 of the company’s 
$30,000 profit, and the other $15,000 was set aside, 
also as a non-taxable business expense, toward an 
additional $100,000 in deferred income for the two 
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Incorporation may be a real help to you. But you 
should know there are also some disadvantages to 
a closely held corporation: 


@ There is no ready market for your stock, as 
there is for a publicly held corporation. This means 
it may be to raise money by selling shares, 
if you eventually wish to do so. 


@ Since there is no ready market, there is no 
market price for your shares. This means that in 
case of litigation or if the shares become assets of 
an estate, their value will be determined by ap- 

praisal—which often means a tax loss. 


@ When an owner of a closely held corporation 
dies, insoluble disagreement among the surviving 
owners may lead to dissolution of the corporation. 
Be sure to construct your corporation so a dead- 
lock is impossible. 


stockholder-employes. All this was accomplished out 
of money that had previously been wasted as taxes. 


How to Save by Deferring Income 


The virtue of deferred income is that you receive 
it at a later date when, as in retirement, your other 
income is less. Assume that you are now in peak tax 
brackets, when you can keep a smaller share of your 
earnings; 15 or 20 years from now, you'll probably be 
in a lower bracket, able to keep a larger share of your 
deferred pay. 

Deferring of income is widely practiced in the busi- 
ness world. It’s one effective way to attract high- 
powered executives and keep them happy, as high 
salaries alone would not. 

President Harlow Curtice of General Motors Corp., 
for example, took only $201,400 in salary out of gross 
earnings of $776,400 in 1955. The balance is to be 
paid to him later. This way, he got $121,328 in spend- 
able, after-tax income. He wouldn’t have gotten a 
whole lot more if he had taken his whole $776,400 at 
once; taxes on the highest brackets would have eaten 
up most of the additional money. Not only General 
Motors but also Ford, major oil companies, and other 
industrial leaders have found deferred compensation 
plans extremely valuable for their executives. 

For the same reason that an executive prefers to 
have part of his compensation deferred, a principal 
stockholder-officer of a small corporation should also 
be interested in deferment programs like pension plans 
and profit-sharing trusts. 

Pension Plans—In the case of the two businessmen 
who were so happy with their dividends, a pension 
plan doubled their after-tax income. Instead of the 
$3,750 a year that their 50% personal income tax left 
them, they got $75,000 in ten years, after taxes—half 
of it from their bonuses and half of it from the pension 
plan. And this without spending a cent of additional 
money, except the consultant’s fee. 

Moreover, at no extra cost, the pension plan also 
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if You Incorporate, Watch Out for These Problems 








You must also be careful not to violate the tax 
laws in following this article's suggestions. These 
are possible stumbling blocks: 


@ Good faith. The government will be after you 
unless your corporation has some real function 
sides the saving of taxes. Earnings of a “collapsible” 
corporation may be taxed at higher rates; rapid 
dissolution and distribution of assets may be con- 
strued as payment of a dividend. 


@ Tax balancing. Salary and bonus payments 
must be "reasonable compensation for services per- 
formed," or they will be classed as dividends and 
taxed as corporate income instead of being a de- 
ductible expense. 

ol & et oo An im accumulated Pan 

us may make it a personal ing corporation, 
subject to a higher i of tax on undistributed 
income than an ordinary corporation. 





provided retirement benefits for four other key em- 
ployes. Two-thirds of the total cost went into pensions 
for the two stockholder-employes, the other third for 
the other four employes. 

The plan also underwrote the continuity of the busi- 
ness. The two owners had been planning to buy a stock- 
retirement insurance policy providing $40,000 of insur- 
ance on each of them, so the surviving owner could 
buy out the stock interest of the other man’s widow 
and thus own the business outright. However, the pen- 
sion plan is insured for about $35,000 on each stock- 
holder, and the consultant showed them how they 
could name each other as beneficiaries, thus accom- 
plishing the same purpose without having to buy addi- 
tional insurance with after-tax dollars. 

These two stockholder-executives were 55 years old 
at the time the pension plan was set up, so they had 
only 10 years before retirement at age 65. The benefits 
of a pension plan are even more dramatic when the 
owners are younger. 


How to Use Profit Sharing Trusts 


But perhaps you don’t want to tie up even well- 
invested pension plan costs. You may not want such 
fixed expenses when you foresee the need for capital 
for expansion, inventory, etc. You may not want to 
push your breakeven point any higher. 

If that’s the case, you can still get the advantages 
of tax reduction by a combination of pension plan and 
profit-sharing trust. Benefits can be distributed between 
the pension plan, which has fixed costs, and the de- 
ferred profit plan, whose costs are variable according 
to how the company prospers from year to year. The 
law allows the company to contribute to both plans, as 
a non-taxable business-expense, up to 25% of the 
earnings of the participants. 

A deferred profit-sharing trust allows a company 
to accumulate cash out of before-tax earnings as a 
long-term capital gain. This is an important safeguard 
in businesses that operate under franchises or family 
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Deferred payments now mean more income later 


management or whose products may be outdated— 
there’s always a substantial fund to be distributed to 
participants as a long-term capital gain, taxed at a 
maximum of 25%, if it becomes necessary to go out 
of business. 

Without such a plan, a company cannot economically 
accumulate such funds. Sec. 531 of the Internal Rev- 
enue Code levies a tax on all accumulated earnings 
(not distributed as dividends) over $60,000. The rate 
is 274% on the first $100,000 over this allowance, 
384%2% on the remainder. But a company can con- 
tribute to a deferred profit-sharing plan, as a business 
expense, up to 15% of the compensation paid to the 
plan’s beneficiaries during the year. 

Suppose, for simplicity’s sake, that you are 35 years 
old, a major owner in a closely held corporation, and 
will earn $6,000 a year. The company contributes to 
the plan 15% of your annual earnings-—-$900 a year 
for 30 years, or a total of $27,000 when you reach 65. 

This money is invested. If it earns 3% compounded 
annually for 30 years, and it gains another 4% an- 
nually through capital gains on its investment, your 
$27,000 will grow during the 30 years to $111,140. 
Neither the company’s contribution nor the capital 
gains and interest earnings of the funds are taxable 
while they are held in trust. 

The $111,140 can be converted when you reach 65 
to a lifetime monthly income of more than $700. Or 
you can take it in a lump sum and pay the maximum 
of 25% capital gains tax, which leaves you a net of 
$83,355. If your earnings rose above $6,000, as they 
well might, your accumulations would increase propor- 
tionately. And if the company had a very bad year, 
it might contribute less than 15% of your salary to the 
plan to protect its profits; as a major stockholder, you 
would have a controlling voice in such a decision. 

One of the most interesting and useful functions of 
such a trust fund is that its investments can include 





loans to the corporation, sale-and-leaseback deals, and 
the like. The government allows a fund to take almost 
any reasonable and prudent steps to increase its worth. 
In many well-known cases, trust funds own and even 
control the companies that initiated them. For example, 
the Sears, Roebuck profit-sharing trust owns about 
25% of Sears’ outstanding common stock. 

Many situations exist where a profit-sharing trust 
is financing expansion of the company—and of itself 
—by loan of trust fund dollars that would have been 
drained off by taxes if the profit-sharing plan had not 
been adopted. Some companies, to raise cash for ex- 
pansion, have sold existing plants to their trust funds 
and leased them back again (with rents as a non- 
taxable business expense.) 

Some closely-held corporations have hesitated to 
adopt profit-sharing plans because they are reluctant 
to divulge earnings and other “inside” information 
known only to management. However, a properly de- 
signed plan doesn’t require that a specified percentage 
of profits be channeled into the trust fund, so it would 
be difficult for any employe or outsider to figure ex- 
actly how much profit the company had made. 

Besides, this type of fund has special value to the 
small, family-type corporation. All too often, family 
owners must sell their controlling interest when an 
active owner dies—they have no other way to pay his 
estate taxes. They also risk the chance that the com- 
pany loses its sale value when such a key man dies. 
A profit-sharing trust can buy stock in the corporation, 
both before and after the death of a principal owner, 
and hold it as an asset for eventual distribution to 
those who continue with the company and help it to 
prosper. A stake in such a plan is a great incentive 
in giving executives a proprietary feeling. 


How to Use This Advice 


Applying any of the suggestions in this article is no 
job for the layman. 

e If you decide to incorporate, you will need the 
services of an attorney who is experienced in these 
matters. This could cost $500 or more, though a small- 
town attorney may charge only $25 for simple incor- 
poration papers, while a large metropolitan firm may 
run as high as $1,000. 

e You should also have a tax consultant set up your 
books; your own accountant should be able to carry 
on from there; or you can hire one for a reasonable 
fee. Tax consultants fees vary widely according to the 
complexity of your particular problems. 

e To adopt a pension or profit-sharing plan, you 
also need a consultant’s services. And the consultant 
will urge that the plan be submitted in advance to the 
Internal Revenue Service, to be sure it will legally 
accomplish the tax economies you are seeking. Costs 
in this field also vary. 


Want Reprints? 


They'll be available in about 4 weeks at 25¢ each in 
quantities up to 10. For larger orders, address in- 
| quiries to: 
Reader Service Dept. 
National Petroleum News 
330 West 42nd Street 
New York City 36, N. Y. 
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Motor Oil Ratios Slide Again 


The industry hit a new seasonal low for station oil ratios 
in the last spring-summer season. Here's the story behind 
the sagging sales picture, and what it means to you 


M7 OIL consumption per pas- 
senger car is dropping at a 
pace that threatens to cancel sales 
gains normally expected to come 
from the annual rise in car popula- 
tion. 

On the basis of data from NPN’s 
17th motor oil ratio survey, the oil 
industry sold less than 1% more mo- 
tor oil through service stations during 
spring-summer 1956 than it did in the 
same period in 1955, Yet car registra- 
tions for the same period went up a 
shade over 4%. 

The national ratio for spring-sum- 
mer 1956 hit a new low of 1.23%. 
The previous low was 1.26% in 
spring-summer 1954. In spring-sum- 
mer 1955 the industry nosed ahead 
to 1.27%, only to skid sharply again 
last season. 


How the Ratios Work 


The NPN ratio represents gallons 
of motor oil sold per hundred gallons 
of gasoline. It’s determined by divid- 
ing gasoline gallonage into motor oil 
gallonage. You can measure your 
business against the national standard 


by working out the figures on your 
own gallonages. 

Each district surveyed showed a 
drop in ratio as compared to the spring- 
summer of 1955. The biggest drop in 
the five Petroleum Administration for 
Defense districts was from 1.40% in 
1955 to 1.27% this year in District 4. 
Running a close second was District 





Further Figures 


For readers interested in more 
detailed study of today’s motor oil 
ratio picture, NPN has prepared a 
set of tables showing (1) motor oil 
ratios for all service stations by 42 
marketing units; (2) breakdown of 
18 units that report both over-all 
and station-only ratios; (3) break- 
down by individual consumption; 
(4) station oil sales ratios for spring- 
summer periods. The tables show all 
figures from spring-summer 1951 up 
to the latest survey. Tables will be 
published in NPN’s Factbook, Mid- 
May, 1957, or can be obfained now 
by writing the Editor, NATIONAL 
PETROLEUM News, 330 W. 42nd St., 
New York 36, N. Y. 
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5, which went from 1.23% in 1955 to 
1.11% in spring-summer of 1956. 


What's Causing the Decline 


There are three main elements be- 
hind the drop in ratios. 

Oil Change Periods—The tendency 
of motorists to drive further between 
oil changes continues. This is en- 
couraged by instruction in new car 
owner manuals. Also contributing to 
this, according to one oil marketer, are 
the new all-season improved motor 
oils selling at premium prices. He 
contends that because people are pay- 
ing a premium price for a better oil, 
they feel it will last longer—and they 
therefore change oil less often. 

Driving Habits—A study of Bureau 
of Public Roads traffic surveys shows 
the annual total vehicle miles driven 
is mounting steadily. But, weighed 
against the number of cars on the 
road, mileage per car per year is slow- 
ly dropping, and for 1956 is expected 
to be about 9,000. 

Automotive market researchers say 
two factors contribute to the drop in 
annual mileage per car per year—the 
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Lubrication 


two-car family and growing traffic 
congestion. 

The growing number of two-car 
families tends to reduce total mileage 
on each car. Total mileage per family 
goes up, but because two cars now per- 
form all the functions (plus a few 
extra) that one car used to handle, 
each car is driven a little less. The 
trend of families to the suburbs en- 
courages this pattern of car owner- 
ship and driving. Auto manufacturers 








predict rapid future growth of two- 
car families. 

In the two-car families, one car is 
usually driven by the wife, who is 
often less conscious of the need for 
car servicing than the husband. One 
of the results is fewer oil changes. 

Traffic congestion means more idling 
and fuel consumption, but no added 
miles driven. Improved performance 
in higher horsepower cars means 
quicker acceleration, with a resultant 


Self-adjusting for wear — with sliding vanes. 


Compact and lightweight. 


Quiet operation at engine idling speeds. 


Proved Performance . . 


. Ask the man who has used 


Blackmer Rotary Truck Pumps through years of 


dependable service. 


Available in sizes from 11/4” through 4”. 
Capacities from 25 GPM through 500 GPM. 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e« SAN FRANCISCO 
See Yellow pages for your local sales representative 
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boost in gasoline consumption. But 
these factors have little or no bear- 
ing on the consumption of motor oil. 

Crankcase Capacity—Average ca- 
pacity of 1957 model, cars is 4.8 qt. 
against 5.2 in 1955. That represents a 
net loss of 0.4 qt. per car per oil 
change. If the oil is changed only five 
times a year, there is a net loss of 2 qt. 
per car. Multiply by the millions of 
cars on the road, and it’s easy to un- 
derstand why total motor oil sales are 
not keeping pace with the increase in 
car population. 


Here’s the Breakdown 


Thirty of the 42 participating mar- 
keting units reported oil ratio drops; 
10 showed gains, and two were un- 
changed from spring-summer of 1955. 
By district, the ratio gains and losses 
stack up like this: 


District 1—Four gains, five losses; 
District 2—Three gains, 11 losses, 

two unchanged; 
District 3—Two gains, seven losses; 
District 4—One gain, three losses; 
District 5—Four losses. 


Translating oil ration figures into 
actual quarts of oil sold per car per 
season at service stations, and inter- 
preting changes in the nation’s driving 
habits, tell the story of a declining mo- 
tor oil market. 

In spring-summer of 1956, average 
consumption per car was 16.49 qt., 
compared to 17.03 for 1955—a loss 
in sales of about a half a quart per 
car per season. 

What’s Happening—Translating ac- 
tual reported oil ratios to total passen- 
ger car motor oil consumption per 
season, NPN’s oil ratio surveys show 
what’s happening to the motor oil mar- 
ket. 


% Change % Gain in 
in Motor Car Regis- 
OilSales _ tration 
Over Previ- Over Pre- 
ous Season vious Year 


Up 3.4% Up 5.8% 
Up 5.2% 

Up 0.05% 
Up 4% 

Up 10.8% 
Up 2.2% 
Down 3.7% 
Up 0.45% 
Up 1.4% 
Down 1.95% 
Up 0.78% 


Season 


S-S 1951 
F-W 1951-52 
S-S 1952 
F-W 1952-53 
S-S 1953 
F-W 1953-54 
S-S 1954 
F-W 1954-55 
S-S 1955 
F-W 1955-56 
S-S 1956 


Up 2.7% 
Up 6% 

Up 4.4% 
Up 7.9% 
Up 4.1% 


Projecting the trend in motor oil ra- 
tios to the current 1956-57 fall-winter 
season, it looks as if total motor oil 
sales may fall 0.69% below the 1955- 
56 season, despite an increase in the 
number of cars on the road. = 
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THE ORIGINAL 2-HOSE DISPENSER + SERVES 2 CARS AT ONE TIME + BOLTED FRAME CONSTRUCTION 

EASY MAINTENANCE ACCESSIBILITY + TELEVIEW DIAL DESIGN «+ DRESSER PIPE COUPLINGS 

HIGH-VACUUM ENGINEERED PUMP UNITS + RESILIENT PUMP AND MOTOR MOUNTINGS 
AVAILABLE AS PEDESTAL FOR REMOTE PUMPING SYSTEMS 


BOWSER, INC.°- FORT WAYNE, INDIANA 
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New Rockford, Ill, terminal is the nerve center of Smith Oil’s revamped distribution system 


Jobber’'s New Pipe Line Terminal 


When Smith Oil hooked into the Great Lakes and Badger pipe lines, 


it broke a knotty supply problem and tapped fresh territory 


HE FUTURE looks bright and 

big for Smith Oil & Refining Co., 
and the reason is a new 182,000-bbI. 
pipe line terminal near the company’s 
home town of Rockford, Ill. 

“We've broken the supply barrier,” 
says Stanton K. Smith, president of 
the three-state Gulf jobbership. “We’ve 
re-evaluated our future program in 
terms of a wider market sphere.” 

Here’s what the new pipe line 
plant means to Smith Oil: 

e The company can forget about 
the winter supply problems that cre- 
ated a “hemmed-in” situation when 
river terminals became icebound. 

e The company can ride the pipe 
line route to open up territory in six 
new states, and strengthen its position 
in the three it’s in now. 

Smith Oil currently supplies 320 
stations in northern Illinois, southern 
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Wisconsin and eastern Iowa. In 1955, 
gallonage was over 104-million, and 
the company expects a 16% increase 
when all the 1956 figures are in. Smith 
also handles fuel oil, which it picks up 
from several suppliers. 
How Smith Maps Expansion 
With its new terminal in operation, 
Smith looks ahead to even bigger 
things. By tying into the Badger and 
Great Lakes pipe line systems at 
Rockford, Smith can now receive and 
distribute product over more of his 
present states, plus northern Missouri, 
northeastern Kansas, eastern Nebraska 
and South Dakota, part of North Da- 
kota, and most of Minnesota. The 
coverage also includes all of Iowa, a 
little less than half of Wisconsin and 
almost double Smith’s present cover- 
age of the Illinois market (see map). 


Gradual Moves—Stan Smith isn’t 
telegraphing his punches. He’s mum 
about most of his future plans, but this 
much is known. Smith Oil will add 
about 20 new service stations in the 
older, smaller market to consolidate its 
position in the area it knows best. 
Older stations are set for facelifting, 
and unprofitable locations will be 
abandoned. 

After that Smith Oil can be ex- 
pected to branch out into its new, larg- 
er sphere. But it will be a gradual 
move, and Smith will take care to 
work into areas that will give it the 
best freight advantage. 


Heart of the System 


Two 8-in. lines, each 800 ft. long 
and each with a 3,000 bbl.-per-hr. 
capacity, link Smith Oil’s new terminal 
to the Rockford metering station of the 
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"4 DAKOTA 





Smith Oil's barging 
system kept it hemmed 
into this area > 


=e 


Now it’s expanding, 
ee thanks to a trim new 
pipe line terminal 





; 





Network of pipe lines means a potential nine-state market for Smith 


Opens Rich Markets 


Badger Pipe line. That station sits on 
the main 12-in. Badger line from 
East Chicago-Madison and is the ter- 
minus of an 8-in. Badger spur from 
Peru, where Smith Oil has a large 
river terminal. And tying into that 
spur near Rochelle, north of Peru, is 
a Great Lakes line from the West. 

Problem-Solver—That’s why Smith 
Oil has broken the supply barrier. Up 
to now, its two river motor vessels 
could haul barges to any pickup point 
on the Mississippi and Ohio rivers, the 
Gulf Coast and, if necessary, even at 
Chicago. But through the Badger- 
Great Lakes lines, Smith Oil can now 
get product from any Great Lakes in- 
putter. And that includes virtually all 
Mid-Continent refiners. 

And with pipe line connections, 
Smith Oil doesn’t worry any more 
about river conditions in the winter, 
which on occasion have stretched 
Smith Oil's storage supply thin. 
Barges supplied the company’s two 
river terminals, but frozen water kept 
the 175,000-bbl. terminal at Fulton, 


Ill., out of service for half a year. 
And heavy ice could hold back barge 
tows that stocked the 220,000-bbl. 
Peru, Ill., terminal. 

The Badger spur from Peru to 
Rockford increases the flexibility of 
Smith Oil’s Peru terminal. It can now 
pump off tanks there to Rockford to 
have storage for product brought in 
by river tows when they can get 
through. 

Load-Lifter—With its new terminal, 
Smith Oil has divided the load of 
keeping its 21 bulk plants supplied. 
Before the pipe line terminal, Peru was 
the supply point for most of the plants, 
including the now by-passed Rockford 
plant. The Fulton terminal kept a few 
bulk plants full and at times hauled 
product to Rockford. Now the Rock- 
ford terminal will supply its share of 
the plants—about seven—including 
those at Janesville and Darien, both 
in Wisconsin. 

And with the bulk plant supply 
load easing up at Peru and Fulton, 
Smith Oil] can now expand slowly into 
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its new market by building more bulk 
plants for these terminals to handle. 


Here’s the Economic Payout 


Here are the big pluses that Smith 
is getting out of the new terminal. 

Better Purchases—Smith says the 
new terminal gives him broader cov- 
erage in purchasing because he can 
now contact most Mid-Continent re- 
finers. And he can still do business 
with suppliers who sell to his river 
terminals. 

Being on the line at one point, he 
says, in effect puts the company on 
the line at any other point. For ex- 
ample, Smith Oil can now exchange 
product at Rockford for product at 
Fargo. Or if Smith doesn’t want prod- 
uct at Fargo, it can accept it there for 
a trade lined up at Omaha. 

Although Smith Oil can now reach 
the most advantageous markets, Stan 
Smith adds that his river terminal- 
pipe line operation will not be “used 
as a lever to squeeze the last 0.125¢ 
out of anyone.” He does not intend to 
hammer prices down to pay for his 
terminal or expansion. 

To do so would be against company 
policy. Smith says one reason his firm 
stands high with suppliers is that it 
has never driven anyone to the wall to 
get a better price in a buyer’s market. 
And suppliers have given him con- 
sideration when tables were turned. 

Cheaper Transportation — With its 
pipe line link, Smith Oil now has ac- 
cess to two cheap forms of transpor- 
tation. How much money this will 
save the company in all its operations 
is hard to tell because of the many fac- 
tors involved. 

But Smith does see a 0.3¢ per gal. 
saving in getting product from Peru 
to Rockford. By transport, the 70-mile 
haul cost 0.75¢-0.80¢ a gal. and with 
the line, that figure is down to 0.37¢- 
0.40¢ a gal., with less handling in- 
volved and less chance for product 
loss. 

And Smith Oil can put more prod- 
uct into Rockford on a day-to-day 
basis using the line than it could by 
truck. The spur’s capacity is 1,000 bbl. 
per hr. or 24,000 b/d. With trans- 
ports, it was theoretically possible to 
load 30,000 b/d from Peru, but it 
called for perfect co-ordination at the 
loading rack, no traffic or weather 
problems, and not losing a second be- 
tween filling tanks—conditions that 
are not everyday occurrences. And 
even such perfect coordination would 
add up to a big loss in truck time be- 
cause trucks would have to line up to 
move steadily under the rack. 

By-Passed Plant—Nearly all gaso- 
line is now loaded from the Rockford 
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Bulk Plants and Terminals 





Office and loading rack at new Smith terminal are close to Badger Pipe Line tank farm (background), where majors have storage 


terminal, thus by-passing Smith Oil’s 
Rockford bulk plant and cutting out 
the transport hauls to keep that plant 
in product. And part of Smith Oil’s 
fuel oil business that’s near the new 
terminal also by-passes the bulk plant 
for additional savings. 

Operation Is Faster—With the long 
haul between Peru and Rockford cut 
out, Smith Oil’s transports and tank 
wagons can spend more time in actual 
station and home deliveries. This more 
efficient use of trucks and eliminating 
the deadhead haul back to Peru ends 
taxing the company’s trucking capacity 
in peak periods. Smith’s truck fleet 
includes nine 5,500-5,600-gal. trans- 
ports, 23 tank wagons ranging from 
1,800-gal. to 4,000 gal., for fuel oil 
and two tank wagon trucks—3,500- 
4,000 gal.—for gasoline deliveries. 


$228,000. Package 


For its original $228,000 invest- 
ment, Smith Oil has 15.5 acres of 
land (cost: $10,000); original storage 
for 95,000 bbl. in two 20,000-bbl. 


cone-roof tanks for range oil and one 
15,000-bbl. and two 20,000-bbl. tanks 
with floating roofs for gasoline (cost: 
$105,000 with all fittings); tank bases, 
piping, valves, pumps, meters, elec- 
trical equipment and grading (cost: 
$77,000); water and disposal systems, 
fence and road (cost: $21,000); and 
two buildings (cost: $15,000). One 
small building houses all electrical 
equipment and the other larger build- 
ing is the terminal office. 

Capacity Boosted — Last winter 
Smith Oil discovered that it didn’t have 
enough storage at its new terminal. At 
peak demand spots it had trouble fit- 
ting pipe line tenders in with river de- 
liveries. As a remedy, the jobber has 
nearly doubled original capacity by 
putting up a 67,000 bbl. cone-roof 
tank for No. 2 oil and one 20,000-bbIl. 
floating roofer for gasoline. And as 
Smith Oil expands, there’ll be plenty 
of room for more tanks. 

Equipment—Each of the seven 
storage tanks is connected to a Byron 
Jackson Model MHL 4-in. pump (950 


“No, it’s not the new Air Force dress. The 
company just got stuck with some uniforms.” 


gpm capacity), with product delivered 
to the transport loading rack through 
8-in. and 6-in. pipes. 

There are 14 Wheaton Brass Type 
690 3-in. submerged-type loading as- 
semblies (seven on each side) on the 
rack. And each pair of loading arms 
is connected to an A. O. Smith AS 50 
meter (550 gpm capacity). From each 
meter, a single length of pipe rises to 
a “tee” connection near the platform, 
then the pipe branches out to carry 
the product to both sides of the rack. 

With such a two-loading-arms-per- 
meter arrangement, Smith Oil can’t 
use opposite loading arms at the same 
time. But the rack was laid out with 
two pairs of loading arms for each 
product, with the exception of pre- 
mium gasoline. In that way it’s possible 
for two trucks either on opposite sides 
of the rack or on the same side to load 
the same product at the same time 
through different arms. Or a transport 
can load up by using two arms on the 
same side of the rack. 

Designed for Growth—In building 
the terminal, Smith Oil had expan- 
sion in mind. Pipes are already laid for 
another loading rack so that it can 
be built without ripping up the yard. 

Pumps are controlled from the of- 
fice so the rack can be shut down in a 
hurry in case of trouble. Ticket print- 
ers are also in the office, with registers 
for drivers set up at each pair of load- 
ing arms. And an inter-communication 
system permits instant communication 
between the dispatcher and drivers to 
speed up loading operations. 

With this equipment and rack de- 
sign, Smith Oil says it can load 11 
transports of 6,000-7-800 gal. ca- 
pacity in an hour. And on regular gas- 
oline and the distillates, it’s possible to 
use two pumps, two meters and two 
loading arms to load a single transport 
at a rate of about 1,100 gpm. 





Who is Stan Smith? For this influ- 
ential jobber’s story, see page 155 
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Canco’s sensational new 


NON-DRIP CAN | 


now available for Auto Specialties . . . 





INCLUDING BRAKE FLUID, POLISH, WAX, 
CLEANERS, LUBRICATING ADDITIVES, 
RUST INHIBITOR, AND MANY OTHERS! 





> BO 


uX 


~ + 
x 


POURS FREELY! 
WON'T DRIP! 


CLINCHED NOZZLE! 
FULL DECORATION 
—ON TOP! 
—ON SIDES! 


Use it to give new sales life to an old product..: 
or to get a new one off with a big head start! 


It’s another “‘first” from Canco—a can with a com- 
pletely dripless nozzle. It pours freely, instantly, yet it 
won’t drip a drop when the can is righted. But that’s 
not all! 


This new can takes full decoration all the way around 
and on the top, thanks to Canco’s special side-seam and 
top construction. It’s quick, easy, and economical to 
fill . . . it’s lighter, handier, unbreakable, too. In short, 
it’s packed with features that you, your dealers, and 
your customers will like. 


If you manufacture or distribute one of the specialties 
listed above or one like it, find out now how this new 
Non-Drip Can will help broaden your market, in- 
crease your sales. Contact your nearby Canco repre- 


THES sentative today. 


AMERICAN CAN COMPANY ip CGS) GD 


NEW YORK + CHICAGO «+ SAN FRANCISCO 
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® to suppliers of 
petroleum marketing 
. equipment 


Four important facts about modern hose couplings 
...for better service (and bigger profits!) 






The excellent quality of modern hose makes re-attachable couplings an 
impractical investment. Hose lasts so long that by the time it needs replacing, 
you find couplings are usually damaged and need to be replaced, too. 





All the hidden 
expenses involved 

in reconditioning re-attachable 
couplings—time, paper work, 

packing, shipping —make these 
couplings much more expensive 
to use than modern, permanently 
attached couplings. 








Modern, permanently 
attached couplings are 
machine attached by specially 
trained workmen. This means 
you get a coupling with 
a perfect fit, always—with 


no ible damage to hose. 
This modern sites 8 


machine attachment 
is fast, economical and provides 
a leak-proof full-flow diameter 
inside the coupling. Hours of 
flexing won’t weaken the ¥ 
grip of a permanently 
attached coupling. 


remember: Scovill is the name 


in modern permanently attached hose couplings 








For complete specifications on fuel oil hose couplings 

write to Scovill Manufacturing Co., 
Merchandising Division, 81 Mill St., Waterbury 20, Conn. 
Ask for Bulletin No. 520-H. 
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LUSTERLITE Service Stations 


f ° 
\MPROVED EFFICIENCY out, bet: oO Gleaming PORCELAIN ENAMEL! 


—wi er station ( + ae 
plum ing, stomer-a 
y to quick solid 
. success 


ou ot alll this, too with 
LUSTERLITE Service Stations 


d electri tilt 
ot 
nd electrical for your new service station | 
n locations. LUSTE 
, RLITE 


a 
within the walls. 
ALL STEEL CONSTRUCTION 
All visible areas (inside and out) 
rmanently finished in justrous 
enamel. 


C| REDUCED MAINTENANCE 
Never needs painting —¢a8Y to 
clean with 80a ; 


FLEXIBLE DESIGN ; 
—to fit your plans and elevations. 


porcela in 


C] FAST CONSTRUCTION 
25 % faster than average- 


ENGINEERING 
nd roof. Fiber- 


Porcelain Ename! e 

appeal built in led Service Stations have 
quality. Com see create that precious im customer- 
they’ll PP em y porcelain enameled Z 7" sonneren of 
ber wba impression ciet and out, 

nber: Your stations : 

at a ogee Sele soe 
tomer-appeal as your seg have as 
‘ trademarks 


and your prod i 
- — LUSTERLITE Porcelain 


walls a ; 
g m in winter, 
C] MOVABILITY 
Quick, economical relocation. 


PORCELAIN 
ENAMELED SE 
R 


CHICA 
GO VITREOUS CORPORATION - CICERO 50, IL 
, ILLINOIS 





This is a close-up view of special opening 
which accommodates dry-dye eduction 
probe. Opening can be resealed with 
standard 2-inch pipe cap. 


THIS BOOK on 

Du Pont petroleum 
dyeing has just come 
from the press. You 
will find it a 
valuable reference, 
comprehensively 


covering the 
subject. 


NEW DU PONT dye drumhkead has an opening through which new probe 
can be readily inserted and manipulated. The two developments increase 
efficiency, save both time and money and eliminate dusting in the dry-dye 
eduction process. 


Here are two more big 
reasons to use Du Pont dyes 


New probe: Only six months ago Du Pont 
introduced an eduction probe of rev- 
olutionary design. It greatly facilitated 
the dry-dye eduction process, and solved 
the problem of clogging. 

Now the same engineers who devel- 
oped the probe have developed a new 
drumhead, also radically different from 
the conventional type, reducing dusting 
to an absolute minimum. 


New drumhead: The drumhead, though 
removable, need never be taken off. It 
has a 2-inch circular opening just large 
enough for insertion of the probe. The 
small plastic disc sealing the opening can 
be easily removed with a pocketknife. 

The drumhead opening is rimmed with 
plastic which is threaded to accommodate 
a standard 2-inch pipe plug. That means 
easy resealing to protect the quality which 
is built into all Du Pont dyes. 


Petroleum dye book: A comprehensive 
book on the whole petroleum-dyeing 
subject has just been printed. It includes 
solubility charts, spectrophotometer 
curves, data on latest dyeing methods, and 
the use of the new probe and drumhead 
described above. Copies of the book, “Du 
Pont Petroleum Dyes,” may be obtained 
from any of the sales offices listed below. 


Product quality: Du Pont petroleum dyes 
are popular throughout the industry be- 
cause of their outstanding qualities ... 
uniformity, stability, solubility, purity 
and strength. Colors include red, yellow, 
blue, orange and bronze. These can be 
combined to produce other colors. 

All Du Pont dyes have been proved to 
give excellent results in greases, motor 


and heating oils, jet and diesel fuels—as 
well as in gasoline where they have been 
most widely used. 


Technical service representatives will 
gladly give you further information on 
any phase of the subject of petroleum- 
products dyeing. They will also be glad 
to help you install a dry-dye eduction 
system to fit your requirements. 


"to v5 Par oF 
Better Things for Better Living 
. +» through Chemistry 


Petroleum Chemicals 


Sales Offices: E. 1. DUPONT DE NEMOURS & COMPANY (INC.) ¢ Petroleum Chemicals Division © Wilmington 98, Delaware 


CHICAGO 3—8 So. Michigan Ave. ..........0eee0ee RAndolph 6-8630 
CLEVELAND 15—725 Prospect Ave. SUperior 1-1363 
HOUSTON 2—705 Bank of Commerce Bidg. ..........+. CApitol 5-1151 
LOS ANGELES 17—612 So. Flower St. MAdison 5-1691 SEATTLE 3——Room 215, 4003 Aurora Ave. .......-.000055 MElrose 6977 
NEW YORK 20—1270 Ave. of the Americas COlumbus 5-2342 TULSA 1—P. ©. Box 730, 1811 South Baltimore Ave. ..... Wither 5-5578 
IN CANADA: Du Pont Company of Canada (1956) Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronte 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bidg.—Wilmington 98, Delaware—OlLympia 4-5121, Ext. 2962 


PHILADELPHIA 2—3 Penn Center Plaza 
PITTSBURGH 22—Room 751, 1 Gateway Center 
SAN FRANCISCO 4—Room 626, 111 Sutter St. 


«+» LOcust 8-3531 
... ATlantic 1-2933 
.» EXbrook 2-6230 
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Competition 


The who and why of 
shifts in market position 


Companies studying 


Lh gee, AA: eh 


Sales Analysis 


What the future markets 


will look like 
15% 


Companies studying. 
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What Are the Most Important Subjects in 1 Market Research? : 
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Service Stations 


By performance 
Companies studying 
Finding right location 


Companies studying 


Seek we 


The Customer 


What makes him tick? 
(Consumer and industrial) 


Companies studying 


“Based on an AP! report 
covering 18 major oil companies 
Cag Ry 2 aa 


How Market Research is Growing 


IX NEW market research depart- 

ments organized by major oil com- 
panies since 1950 are solid evidence 
of the growing importance of this 
field. 

Today, 21 of 27 major companies 
have full-fledged departments. And 
those that have no formal group 
haven’t ignored the subject. Most of 
them have informal, one-man setups. 

This information comes from a new 
report that gives the first authoritative 
picture of market research’s place in 
oil marketing. The report, released this 
month, is based on a survey of 25 
major companies. It was prepared by 
the marketing research committee of 
American Petroleum Institute. 

The report lists eighteen companies 
with formal market research groups. 
That’s five more than in 1950. One 
other is so new it was organized too 
late to be included in the survey. And 
at least two majors with research de- 
partments didn’t take part in the sur- 
vey. 


it’s a Trend All Over 

Growth of the API committee it- 
self is another indication of growing 
interest in the field. Seventeen com- 
panies were represented at its first 
meeting in March, 1953. Now there 
are 27 members. 


The growth of market research isn’t 
confined to oil marketing. It’s growing 
in most fields. 

Since World War II, business has 
been growing increasingly complex 
and competitive. Management has 
found it needs more help in getting 
sound information and making deci- 
sions. 

“Call it any name you want, but 
marketing research is just a factual 
approach to business,” says Nelson 
Seubert, coordinator of marketing re- 
search for Standard Oil Co. (New 
Jersey). “Business today is too com- 
plicated and too costly to rely on 
partial information or ‘blue ribbon 
hunches.’ ” 

The big advantage of a market re- 
search department, most majors be- 
lieve, is that you get good information 
on a variety of marketing functions. 
A separate unit can coordinate and 
evaluate data gathered elsewhere, cut 
across specialized lines, develop re- 
search techniques and screen out un- 
important activities. Often studies be- 
come more objective because they’re 
not done by the departments that have 
the most at stake. 

Still not all the majors feel com- 
pelled to set up special groups. In 
some companies, research ‘is still de- 
centralized or informal. Most of these, 
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however, have assigned one man to 
Oversee and coordinate research. 


They’re Doing Bigger Jobs 


Market research departments are 
growing in importance as well as in 
number, primarily because manage- 
ment is recognizing the real help it 
can get on a wider variety of prob- 
lems. 

Broader Functions — There’s no 
clear-cut pattern for the jobs assigned 
to market research departments. The 
earliest groups were formed for sales 
or statistical analysis, and a few still 
function this way. Most of them, 
though, are getting into more im- 
portant studies. Socony Mobil Oil 
Co.’s group, for example, played a 
major role in the company decision to 
change its corporate name, and Esso 
Standard Oil Co.’s department played 
an important part in that company’s 
third-grade decision. 

Originally, the departments were de- 
signed to assist operating personnel 
down the line, but now top manage- 
ment is originating most of the assign- 
ments. A few of the departments that 
work very closely with management 
have been able to help define problems 
as well as research them. But most 
haven’t reached this stage yet. 

Project Lineup—Today more and 
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Research 


“Good marketing research leads to more responsible 


decisions and thus to better marketing practices. The 


whole industry will be upgraded .. .” 


(Story begins on page 91) 

more research departments are study- 
ing the tough problems of marketing 
(see chart). At first, they worked 
mostly on operational problems or 
advertising testing. Now they're stress- 
ing profitability. 

Over-all, the API survey shows re- 
search departments are working on 
over 40 different types of studies. 

Generally, they’re getting away from 
doing a lot of routine work. They try 
to keep it at a minimum so their time 
is left free for more important and 
more creative projects. The report esti- 
mates about 10%-30% of research 
department time is spent on continuous 
or recurring work. 

Today, all the research departments 
are originating more of their own 
projects. One originates up to 75% 
and several originate over 50%. Most 
of them, though, still spend the bulk 
of their time on requests. 

Reporting Findings—When they re- 
port to management, most of the 
research departments make specific 
recommendations or clearly outline 
alternative courses of action. Only a 
few still stick to the facts alone. Some- 
times this depends on the nature of the 
study. The final decision remains with 
management, but it gets more advice 
now. 


Organizing to Do the Job 


There’s no single set of rules for 
organizing an effective market research 
department, and there probably never 
will be. The groups vary widely be- 
cause of the age, status and number of 
functions assigned to them. 

There’s only one real guidepost— 
“What kind of a market research de- 
partment will be best for our com- 
pany?” 

In size, they vary from four to 30 
employes. The average is about 15. It 
depends directly on what kind of jobs 
they do. 


Where They Report—Research de- 
partments generally report to the top 
marketing executive or to the second 
in command. The most important 
thing for the research man is to have 
a boss who is interested in marketing 
research and understands .how it can 
be used. 

Most of the groups have been placed 
in the marketing department where 
they'll be closest to marketing preb- 
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lems, policies and personnel. Three 
companies, though, feel that over-all 
company policy is best served when 
the research unit is outside the mar- 
keting department. They believe this 
brings greater independence and ob- 
jectivity of studies and enhances 
prestige. 

Type of Manpower — Today the 
market research department is apt to 
include both career specialists and 
potential executives. Generally there’s 
room and need for both. 

Most directors would like to look 
on their groups as career departments 
because of the increasing need for 
specialists. Some companies, though, 
feel only a limited number of jobs need 
specialized talent and use the depart- 
ments as training grounds. Potential 
executives assigned there are exposed 
to a variety of marketing problems. 

Since there aren’t enough trained 
men to go around, getting and keeping 
them is a problem. One company ad- 
mits it’s had 100% turnover in the 
past 18 months because of intra- 
company promotions and the lures of 
other companies. 

The research director himself usual- 
ly comes from within the company, 
but he isn’t necessarily a trained re- 
searcher. Several have been chosen 
from the marketing or operations de- 
partments. Five were promoted from 
within the department. Only three 
companies have brought in research 
specialists from outside the company 
for the director’s job. 


Budget Planning—About half the 
departments operate on an annual 
budget. The others get allocations for 
each project at the time it’s approved 
by management. Those that do operate 
on a standard budget generally keep a 
reserve fund available or are free to go 
to management for additional funds. 

No one knows for sure how much 
money the oil industry is actually 
spending on market research. Grant 
Reusch, research director of Shell Oil 
Co., estimates it’s about 1/300th of 
1% of gross sales, far below the na- 
tional average of 1/10th of 1%. 


Hiring Outside Firms 


Private research firms are also being 
used more widely today by oil com- 
panies than ever before—even by 
those with their own research depart- 
ments. For the small company, and 


for jobbers, this is often less expensive 
than setting up their own department 
because they can hire researchers to 
do specific jobs. 

Hundreds of private firms have 
sprung up in recent years. It’s esti- 


* mated there are now some 3,000 firms 


and individuals functioning as manage- 
ment and marketing consultants. Some 
are exclusively data-collectors. Others 
specialize in problem-defining. Most 
do both. 

- All but one of the companies with 
their own research departments re- 
ported they use outside agencies. The 
lone holdout plans to do so. 

They turn to agencies chiefly to 
supplement their own staffs when they 
need extensive field research or special, 
technical skills. Smaller companies 
especially can often benefit from the 
broad knowledge some agencies have 
of marketing problems and the ex- 
perience they’ve gained. 


Future Outlook 


Most businessmen agree that market 
research hasn’t reached its full poten- 
tial. But when you try to pinpoint just 
what its potential is, you're in for 
trouble. 

Market research as a principle— 
applying scientific techniques to the 
study of marketing functions—can be 
used by anybody. An_ increasing 
amount of favorable publicity is lead- 
ing to greater acceptance. And ac- 
ceptance has a way of snowballing. 

The general feeling is that market 
research departments will catch on at 
an even faster rate. But not all com- 
panies should have their own depart- 
ments. 

Market research is still in a dynamic 
stage of growth. Researchers are con- 
tinually working to improve their tech- 
niques. More and better applications 
are being developed. 

Many researchers within the in- 
dustry are cooperating to help build 
better research departments in all the 
oil companies, not just their own. One 
of them is John Picou, market re- 
search director of Atlantic Refining 
Co., who prepared the API report. 
Says Picou, “Good marketing re- 
search leads to more responsible deci- 
sions and thus to better marketing 
practices. The whole industry will be 
upgraded by having better informa- 
tion. That’s my real hope for market- 
ing research.” a 


You can get copies of the complete 
report, Marketing Research in the 
Petroleum Industry, from the Market- 
ing Division, American Petroleum In- 
stitute, 50 West 50th St., New York 
20, N. Y. Cost is $2.75 per copy. 
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to meet exacting lubrication standards, specify 


ENJAY PARATONE’ 


viscosity-index improver 


Refiners and blenders rely on Enjay Paratone for compounding oils that 
combine cold-weather, quick-starting properties with low consumption 
characteristics. 


You can also count on Enjay for a prompt solution to your additive prob- 
lems. The Enjay Company, pioneer in petroleum additives, has extensive 
experience in working with oil companies and leading engine manufacturers 
to develop additive formulations. Whatever your use of additives, you can 
benefit from this experience. 


For complete information, write or call the Enjay Company—your only 
source of a complete line of additives (Paramins®) for fuels and lubricants. 


ENJAY COMPANY, INC., 15 WEST Sist STREET, NEW YORK 19, N. Y. 
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Pioneer in 
Petrochemicals 
¢ Other offices: Akron, Boston, Chicago, Tulsa 
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It’s wise to put all your 
container orders in one basket 


You save time and money when 
you use Continental “one-stop” 
tailor-made package service 


Why spread yourself thin writing numerous pur- 
chase orders when a word to Continental will 
take care of all your steel container needs! Only 
one man to deal with—a Continental expert who 
knows the needs of the petroleum industry back- 
ward and forward. Save warehouse space, reduce 
inventory, conserve working capital by ordering 
mixed cars—which can include tight head pails, 
Easy stacking pour pails, utility cans, grease pails. By getting 
=e reve all your lithographed items from Continental, 
you are assured of uniform color and quality 
throughout—a true package family that works for 
you all the way. 








Continental has the tops in pouring spouts 


STEEL SHIPPING DRUM (above) has 4-finger handle securely welded to top, 
which is offset for easy stacking. Electric lap-weld side seam. Bottom 
and head ¢ompound-lined and double seamed, giving a 5-thickness 
chime of tremendous strength. Straight sides, or beaded top and bottom. 
5- and 6-gallon capacity. 24- or 26-gauge steel. Solid colors, or your 
own lithographed design. 


DOME TOP UTILITY CAN (right)—our famous Handican®—is especially 
designed for re-use on the farm, at the lake, in the shop and at home. 
Welded side seams. Compound-lined, double seamed top and bottom. 
Ribbed top for strength, tinplated nozzle, pouring spout and caps. Pro- 
tective coating of baked aluminum enamel. Welded-on bail handle with 
hand-fitting wood grip. 24, 5 gallon and 40-lb. sizes. Plain or litho- 


graphed. 


CONTINENTAL ©, CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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Stamps, Anyone? 


New research shows 
80% of housewives 
use premium plans 


SIXTY-YEAR-OLD bogeyman is un- 
dergoing psychoanalysis. 

Trading stamps are becoming a hot 
topic for market researchers. Various 
groups are trying to probe the appeal 
of stamps for consumers. 

Despite heavy opposition from 
many retail and trade associations, 
stamps remain popular. In Nebraska 
last November, voters overwhelmingly 
rejected a proposal to kill stamp plans 
(NPN—Dec. °56, p105). 

In highly competitive trading areas, 
stamps have alternately been blamed 
for fostering price wars and praised 
for building business. Several gasoline 
retailers have joined premium stamp 
plans on the theory “if you can’t beat 
‘em, join ’em.” 

A few suppliers have introduced 
their own stamp plans. But in some 
places, like Indianapolis (see page 
111) and Anderson, Ind., dealers have 
decided they’re losing money on 
stamps and are getting rid of them. 

The latest research about consumer 
motives in the stamp craze was carried 
out by the advertising agency of Bat- 
ten, Barton, Durstine & Osborn. 

According to figures compiled by 
BBD&O, the two most popular sources 
of trading stamps are service stations 
and food stores. Variety stores, hard- 
ware stores and laundries run well be- 
hind the two. 

Equally significant, 80% of house- 
wives interviewed save some kind of 
premium credits. About 59% of their 
husbands also save. At least 50% of 
housewives participate in more than 
one stamp plan. 

BBD&O’s research shows that age 
is an important factor. The biggest age 
bracket among savers is the group 25- 
34. Lower and middle income groups 
are the best stamp customers. 

More than half of those who save 
stamps trade with businesses in their 
immediate neighborhood. The figure 
for service stations alone is higher— 
71% get stamps from a local outlet. 

In most cases, says BBD&O, fewer 
than three out of ten shop at outlets 
only if it has a premium saving plan. 
Three-quarters of those interviewed 
said they did not stop trading with 
one store to take advantage of stamp 
plans at other stores. 

The 20% of housewives who don’t 


New Twist With Old Cars—Tidewater Oil Co.’s eastern division recently 
used an antique car race for some low-key selling. The company supplied gaso- 
line and lubricants to contestants in a hill-climbing contest in West Orange, N. J. 
During the race, salesmen circulated credit card applications among the 5,000 
contestants and spectators. “We signed up a lot, too,” Tidewater officials com- 
mented. In the picture above, mechanics service a 1904 Oldsmobile, the car 
celebrated in the song, “My Merry Oldsmobile.” (P. S.—All the old cars made 


the hill.) 





save stamps were asked why. The 
largest number answered that stamps 
were not given by stores they trade 
with. 

Some of the other replies called 
stamps a “nuisance” and a “bother.” 
A number of persons said it took too 
long to accumulate a sufficient amount 
of stamps. About 12% complained 
that prices were higher at premium- 
giving stores and that the cost of 
stamps was “passed on to the con- 
sumer.” 3B 


Here’s a Good Gimmick 


APPARENTLY no one has beaten 
the opening day sales record of 40,- 
000 gal. set by a Standard Oil Co. 
(Ohio) station (NPN—Dec. °56, 
p102). 

But Phillips Petroleum Co. reports 
a new gimmick to promote record 
gallonage on opening days. An “Open- 
ing Day Oscar” is circulated among 
sales divisions. The Oscar is a statuette 
in the form of a bell. It’s awarded to 
the division with the highest first or 
second day sales in the preceding half 
year period. 

Winner last time around was the 
Indianapolis division with an opening 
in Patronville, Ind. of 15,393 gal. & 
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Crime Prevention Pays 


PITY the poor hubcap thieves. 

They have a serious complaint 
against service station operators in the 
Los Angeles area. The dealers are 
banding together to put the thieves out 
of business. 

The city was plagued recently by 
a wave of hubcap thefts. Reports said 
the thefts reached “major proportions 
in the crime field.” 

To combat the thefts—and to build 
up some precious good will for the oil 
industry—dealers have been engraving 
license numbers on the hubcaps of 
customers’ cars. 

Numbers are marked on the caps 
near the valve stem hole with a small 
vibrating tool. The theory is that 
thieves are considerably more reluctant 
to try to fence a marked hubcap. 

The project began during Oil Prog- 
ress Week. Tools were made avail- 
able at a nominal cost to dealers 
through the Metropolitan Oil Informa- 
tion Committee and the Southern 
California Service Station Dealers As- 
sociation. 

The free service has been publicized 
in newspapers, on radio and TV, and 
in posters furnished to stations co- 
operating in the project. a 
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Transportation 


Ohio Oil Plans New Illinois Pipe Line 


O H10 Om Co. provided a tip-off on 
possible market expansion with 
its recent announcement of plans to 
construct a common carrier products 
pipe line from Wood River, Ill., to 
Chicago. A connecting pipe line from 
Ohio Oil’s Robinson, Ill, refinery will 
tie into the new line. 

J. C. Donnell, II, president of Ohio 
Oil, revealed that the new line will 
have a capacity of 90,000 to 100,000 
b/d. He also announced that the com- 
pany will construct a six-and-a-half- 
mile pipe line in the Indianapolis area. 
This will connect the common carrier 
line from Wood River to Indianapolis 
with an existing common carrier, 
probably the Buckeye Pipe Line. The 
Buckeye line extends from the Robin- 
son refinery to Lima, Ohio, with legs 
running from Lima to Toledo and 
Columbus, Ohio. 

The route of the new line has not 
been announced. Presumably it will be 
planned to enable Ohio Oil to expand 
into western and northern Illinois 
areas beyond the reach of economical 
delivery from present terminals. 

When the project is completed, 
Ohio Oil will be able to move product 


Oil or wood, this barge 
makes good 


from the Robinson refinery directly 
into the Chicago area. If the company 
should later connect the new line with 
an existing pipe line from Chicago to 
Michigan, it could then efficiently 
serve expanded marketing operations 
in the latter state. Ohio Oil’s present 
Michigan operations are supplied out 
of the Buckeye line’s Toledo terminal. 


An additional advantage from the 
Wood River-Chicago line—one not 
mentioned by Donnell—will be a 
greater capacity to carry product from 
refineries in the Mid-Continent field 
to its five-state marketing area. It’s 
a needed advantage, because Ohio Oil 
sales are taxing the capacity of the 
refinery at Robinson. 8 


No More Tankers for Union 


LAST MONTH, Union Oil Co. of 
California started turning over man- 
agement and operation of its tanker 
fleet to Pacific Coast Transport Co., a 
commercial marine organization. 

E. L. Hiatt, Union’s vice president 
of transportation, says, “This change- 
over is in line with Union Oil's policy 
of contracting for services which are 
not directly connected with the pro- 
duction, manufacturing and marketing 
of petroleum and petroleum products.” 

He indicated the company believes 
it will be more economical in the long 
run to have its fleet operated by ma- 


rine specialists. Pacific Coast Trans- 
port is a subsidiary of the Pacific Coast 
Co. 

Hiatt pointed out that “seagoing 
personnel and a substantial number of 
the company’s marine department 
shore-side organization will be em- 
ployed by Pacific Coast Transport.” 

Union’s action in marine transporta- 
tion seems to reflect an argument long 
put forth by for-hire road carriers, 
urging oil companies to turn their 
trucking business over to specialists 
and free extra capital for oil operations 
as such (see NPN—Aug. ’56, p98). @ 


THIS UNUSUAL-LOOKING BARGE will carry petroleum products from California to 
the Pacific Northwest and bring back lumber on the return trip. Built by Pacific 
Coast Engineering Co., it’s believed to be the first dual purpose oil-lumber barge; 
it can carry 34,000 bbl. of oil products in the hold tanks and 3.5-million ft.-board 
measure of lumber on the deck. The cranes, mounted on 30-ft. towers, are 
lumber-handling equipment. The barge and its tug require a 12-man crew. 
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Gorman-Rupp “O"’ Series 
Horizontal Pumps. Sizes 2” to 6”. 
Model 06B8-B shown. 


DON’T BREAK THE PIPING! 


Gorman-Rupp’s exclusive cartridge design 
permits rapid field service with less man- 
hours and spillage control. No need to work 
back to a fitting or flange. Pump and motor 
can be removed and exchanged by unscrew- 
ing a few bolts right at the pump. This is an 


every-model feature for all Gorman-Rupp 
“OQ” Series centrifugal pumps that prime— 
noted for their high efficiency, dependable 
operation and unique safety features. No 
check valves. Covered by the Gorman-Rupp 
plain language guarantee. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street - Mansfield, Ohio 
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Easiest to install... 
easiest fo operate...with 


Slots in reel mounting 
bracket permit piping to 
reels from any direction to 
offer your choice of any 
delivery line installation. 


Self-aligning case ribs 
assure positive locking and 
even aligning of cases dur- 
ing installation. Heavy 
gouge reinforced steel. 


06. 


Elongated slide track 
lets you pull reel out of 
case for all normal main- 
tenance— without remov- 
ing reel from ceiling! 


EXCLUSIVE 
ADVANTAGES! 


The important new features listed below make Alemite 
Hose Reels twice as easy to operate—and smoother per- 
forming than ever. before! New spring design assures 
smooth, steady tension .. . fast-latching feature stops reels 
at exactly your desired working length. Your choice of 
reels for chassis or gear lubricants, motor oil, automatic 
transmission fluid, air and water. Beautiful white enamel 
finish. Check the difference yourself. See why Alemite 
Hose Reels give finest, easiest operation. 


Hose connections are 
sealed and tightened at 
the factory. No chance of 
leakage caused by incor- 
rect assembly. Fast, easy 
installation ! 


Service hose can be pre- 


wound without removing 
control valve, swivel, etc. 


. .» without releasing your 


line pressure! 


inlet hose is fixed to the 
mounting bracket! No 
danger of weakening by 
twisting or stretching. Hose 
cannot dangle, or bind on 
swivel. 


Flanged reel frame per- 
mits hanging of the frame 
to mounting bracket be- 
fore bolting. Reel installa- 
tion is so easy one man 
can do it! 


Ask your Alemite representative 


or write for 


complete information today! 


MIT 


1G. U. S. PAT. OFF 


A Division of 


STEWART-WARNER CORPORATION 
Dept. K-17, 1826 Diversey Parkway, Chicago 14, Illinois 
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Connecticut jobber successfully mixes LP-gas sales . . . 


REFINED HEATING OlLs 


ey eps 


With his heating 


aie: 


oil business. That poses the question: 


Does LPG Add Up for Oil Jobbers? 


It does for heating oil distributor Burt Stevens. Bottled gas 
not only makes his business grow by reaching more customers— 
it even helps him sell more heatirg oil 


“THE MORE ENTERPRISING a 
business is, the more service it'll fur- 
nish. And with more services to offer, 
the more it’s invited to bid on con- 
sumer business.” 

Burt Stevens, president of F. & S. 
Oil Co., says so. And he has eight 
years experience with a liquefied pe- 
troleum gas enterprise behind him 
when he talks. In his own heating oil 
jobbership in Waterbury, Conn., LPG 
has been profitable and rewarding. 
And heating oil sales haven’t suffered; 
they’ve grown. 


Why There's a Payoff 


LPG accounts at F. & S. have gone 
up from 150 at the end of the first 
year to 1,500-1,600 accounts today. 

LPG is good for 24% of the an- 
nual dollar sales volume of the com- 
pany. Those who use LPG buy 340,- 
000 gal. a year to account for 15% 
of that volume. And their purchases of 
LPG appliances add up to another 
7-8% of the total. 

Over 500 LPG accounts rely on 
F. & S. for heating oil, with 425 of 
them classified as new heating oil ac- 
counts. That’s oil business that would 
have gone elsewhere if F. & S. hadn’t 
added LPG, Stevens says. 

And these buy 640,000 gal. of heat- 


ing oil a year, accounting for one-sixth 
of the company’s annual heating oil 
gallonage and 9% of its annual dollar 
sales volume. 

“Our annual company growth is 
about 13%”, Stevens says, “with LPG 
coming in for about 3% of it.” 


How LPG Fits In 


At F, & S., LPG fits into the heat- 
ing oil operation like a hand in a 
glove. “We find,” says Stevens, “that 
many of our LPG accounts prefer to 
deal with one company for all their 
comfort needs; oil for heating and 
LPG for cooking, hot-water and re- 
frigeration. They don’t like the idea 
of having to deal with two or three 
separate companies. They want it in a 
package.” 

And F. & S. makes the most of 
this one-company-for-all-service con- 
cept. When it signs up an LPG ac- 
count, it makes a play for the heating 
oil business and burner service con- 
tract. When a heating oil account 
modernizes his home to kick out a 
coal or oil range, F. & S. is there mak- 
ing a pitch for LPG appliances and 
LPG supply business. It knows which 


By CORNELIUS BRODERSEN 
Staff Writer 
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of its LPG kitchen accounts are good 
prospects to switch from coal to au- 
tomatic oil heat, and it sews up the 
supply and service business at the 
same times it sells the installation. 
The one-company concept pays off 
in another way, Stevens says. Turn- 
over of heating oil accounts among 
LPG users is way below the oil-only 
accounts. “LPG accounts aren’t as 
susceptible to a sales pitch from an- 
other oil company on the oil supply 
business, because we are the only oil 
company in Waterbury in LPG.” 


The Way to Sell it 


F. & S. hits hard at the advantages 
LPG has over other fuels, including 
those furnished by utilities. They 
cover: 

e Flexibility. At F. & S., most of 
its 250 LPG house heating accounts 
use space heaters. Their homes were 
not built for central heating plants 
and to install central heating would 
cost too much. Such accounts have 
space heaters in each room, if it’s a 
large house, or rely on a two-service 
kitchen range that cooks and/or heats 
(it can keep up to three average-size 
rooms warm) witn as many other 
space heaters as necessary added. The 

(Continued on page 100) 
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Fuel Oil 


“LPG service requires a higher caliber man than 


does burner service .. .’’ 


(Story begins on page 99) 


space heaters can be turned off when 
rooms are unoccupied. 

e Easy installation. Stevens says 
there’s nothing complicated or time- 
consuming about putting in space- 
heating systems. Copper tubing runs 
from the tanks to the heaters and 
that’s about it. There’s no ductwork 
of a warm-air system and no radiators 
and piping of a hot-water or steam 
job. There’s no central heating plant to 
install. 

e Cost is low. Easy installation 
brings down the cost of a heating 
job. With many older houses inade- 
quately wired, LPG kitchen appliances 
(ranges, refrigerators, hot-water heat- 
ers) can be put in without a rewiring 
project or bringing a new service wire 
to the house. And generally, Stevens 
says, LPG appliances cost less than 
those using electricity. 

e Convenience. In many two- or 
multi-family houses using space heat- 
ers, LPG space heaters eliminate the 
trip to the basement for fuel. “Some- 
times that’s a hard job for older people 
who live in these houses,” Stevens 
points out. 

e Consistency of service. Pressure 
from an LPG tank is constant; it 
doesn’t vary as gas-main service does 
when there’s heavy demand. 

e Dependability. With supply al- 
ways on hand, there’s no worrying 
about utility service being cut off by 
storms and floods. 

Just how important that last point is 
is demonstrated by the company’s ex- 
perience in August, 1955, when Wa- 
terbury was hit by floods that knocked 
out gas and electric service for a long 
time. “The city came to us for LPG 
so they could set up emergency kitch- 
ens to feed the homeless,” Stevens 
says. People whose homes were spared 
also asked F. & S. for LPG service be- 
cause utilities were out. 

Actually, business coming from the 
flood raised LPG growth at F. & S. 
to 35% last year, compared to an even 
30% for the first seven years. 

The Cost Story—The over-all cost 
of using LPG to heat homes, Stevens 
admits, is more than that of oil. “I'd 
say it would be about one-third more,” 
Stevens says. “And when a person 
wants LPG for home heating, we'll tell 
him that it will cost more. We always 
make a pitch for oil heat because of 
that reason. But in many cases, LPG 
is the only fuel they can install 
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economically or at all.” 

Although located in an industrial 
city of 104,000 people, F. & S. finds 
a ready market for LPG. About 60 
concerns—glass molders, brass fin- 
ishers and tool and die companies—use 
LPG because they get better results 
with it than from city gas in heat 
treating, annealing, drying, hardening 
and pickling processes. And this busi- 
ness evens out the peaks and valleys 
of the home-heating LPG accounts. 
Most of the balance of F. & S.’s ac- 
counts are suburban homeowners, liv- 
ing in developments that sprang up 
before the gas utility was ready to ex- 
tend its mains or before it could line 
up additional supply to put through 
its mains. Hence the swing to LPG 
that has helped F. & S. 


How to Get Started 


“To tell you the truth,” Stevens 
says, “we added LPG after about 40 
of our rural heating oil accounts who 
use LPG asked us to supply them. 
They wanted to deal with one com- 
pany.” 

In checking into LPG and its possi- 
bilities, Stevens saw that no oil com- 
pany in Waterbury had LPG. But 
Stevens knew he’d have competition 
from a number of bottled-gas com- 
panies in his 8-10 mile marketing area. 

Stevens then made an informal sur- 
vey to find out (1) the types of service 
F. & S. should offer, (2) what it would 
cost to go into LPG, (3) how many 
customers had to be lined up before 
the break-even point was reached, (4) 
what facilities it needed and (5) what 
type of personnel was needed for LPG 
service calls. 

Types of Service—F. & S. offers 
regular cylinder service and metered 
service. Supply can be metered either 
from the truck into bulk storage— 
the same as heating oil and with pay- 
ment made before use—or from bulk 
storage to use, with payment made 
after use, the same as with regular 
utility service. 

Customers read their own meters 
and send in their reports to F. & S. on 
company-supplied cards. Then they're 
billed. F. & S. checks up on meter 
readings when bulk deliveries are 
made, At present, 90% of the ac- 
counts get cylinder service. 

Cost—“We figured it would take 
about $80 in capital expenditure to 
set up an account for LPG service,” 
says Stevens. That would include the 


cost of cylinders, hood, regulator, base 
and tubing. “But with today’s higher 
prices and labor costs, it would run 
over $100,” he adds. 

Break-Even Point—F. & S. figured 
it would be 242-3 years per customer. 
Today, it's about 4 years per customer. 
On an over-all basis, it’s between 400- 
500 accounts. 

Facilities— F. & S. still hasn’t gotten 
into operating its own filling plant yet. 
Cost is one factor here, Stevens says 
the plant he wants costs about $30,- 
000. But the big reason why F. & S. 
still doesn’t have its own LPG filling 
plant is space. It doesn’t have the 
room at its oil bulk storage plant at 
Waterbury to spread out and meet 
space requirements of local and state 
codes dealing with LPG filling plants. 
Admittedly, it would mean cheaper 
LPG purchases if F. & S. had its own 
plant, but that saving has to be set 
up against the cost of getting more 
land, putting up the plant, and mov- 
ing the oil-plant. 

And until it does put up its own 
LPG filling plant, F. & S. will fill cyl- 
inders elsewhere. Currently, it is using 
a filling plant at Danbury, 30 miles 
away. But it makes some saving on 
delivery costs by scheduling deliveries 
from Danbury instead of hauling the 
filled cylinders to Waterbury for re- 
delivery from that point. 

Until two years ago, F. & S. made 
commercial bulk deliveries by con- 
necting a number of cylinders to- 
gether. But for the past two years, it 
has been using a twin-tank bulk de- 
livery truck (cost: $5,100) that uses 
LPG instead of gasoline. The twin- 
tanks have a capacity of 1,400 water 
gal. or 1,260 gal. of propane. 

Service—LPG service, Stevens says, 
requires a higher-caliber man than 
does burner service. “You've got to 
handle LPG service to the satisfac- 
tion of your customer, the same as 
you do in oil burner service. But in 
addition, an LPG serviceman has 
got to learn that he’s handling a fuel 
that is dangerous.” 

For this reason, Stevens adds, 
there is “almost a continuous school- 
ing program” on safety at F. & S. 
with manufacturers’ men either com- 
ing to the plant or F. & S. sending 
its LPG service men to some central 
point in the state. 

And with LPG still a growing 
business, Stevens says there are con- 
stant changes in controls and burners, 
“more so than with oil-heat.” 

Four of the eight oil burner ser- 
vicemen at F. & S. have been trained 
to handle LPG installations and 
service. * 


NATIONAL PETROLEUM NEWS °* January, 1957 





US OIL MARKETING HOSE 


weak 





“This hose beats ’em all” 


says oil equipment jobber to his 500 customers! 


“U. S. Oil Marketing Hose beats them all,” says R. H. 
Wishman, oil equipment jobber of Buffalo, N. Y. “That's 
why I wouldn't think of recommending any other to my 
customers. I do industrial servicing. Therefore, it’s nat- 
vural that I use ‘U.S.’ Hose exclusively on my own trucks. 
Its high flexibility makes it easier to handle — safer to 
use (never stiffens up) in cold weather. We pull it over 
gritty, sharp surfaces without harm. We use it in sub- 
zero temperatures, and in 100-degree-plus weather. I’ve 


Mechanical Goods Division 


standardized on U. S. Oil Marketing Hose, and expect 
to get many years service from each one.” 

U. S. Oil Marketing Hose is so efficient and durable 
because it is designed and built by men who made in- 
tensive studies of what is required in a hose, and made 
up their minds to turn out the best oil hose obtainable. 
You can get it at any of the 28 “U. S.” District Sales 
Offices or selected distributors or get in touch with us at 
Rockefeller Center, New York 20, N. Y. 


Watch NCAA football, Saturday afternoon, NBC-TV 
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Washington National Airport, 
Woshington, D.C. 


Overall height 48' Ye” Approx. 
Overall length 6476” Approx. 
Shell diameter O.D. 20” 


the world’s newest airports .. . 
military and civilian . . . select 


Warner Lewis Separators and Filters 


for turbo and jet fueling systems 


servicing today's modern aircraft 


Allied Aviation Fueling Company, Wash- 
ington National Airport, Washington, D. C. 
selects the model FCS-911-191ANC com- 
bination separator/filter designed especial- 
ly for aircraft refuelers. Rated at 225GPM 
BOX 3096 e TULSA. OKLAHOMA on jet and kerosene fuels, this unit meets 
all requirements of MIL-F-8508 for water 
separation and filtration. For information 
on a complete line of water separators and 
filters for mobile and stationary installation, 
write Warner Lewis Company, Division of 
Fram Corporation, Box 3096, Tulsa, Okla. 


DIVISION OF FRAM CORPORATION 


snada: FRAM CANADA LTD Stratford. Ontar 


Representatives in all major cities 
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The West 


Marketers Challenge Discrimination 


Their chain depends on 
getting same price that 
major ‘pays itself’ 


TAKE A 20-MILLION-gal.-a-month 
chain of gasoline  distributorships. 
Combine it with a plan to end some 
of the independent jobber’s worst 
troubles. Sound like a pipedream? 
Maybe, but Marc D. Leh and Charles 
S. Ehrhorn, two veteran California in- 
dependent marketers, think it’s a 
workable recipe. 

Ehrhorn is president and Leh fi- 
nancial adviser of Caraway Corp., 
which will purchase distributorships 
both through exchange of stock and 
for cash, They’re starting from a com- 
paratively small base: Ehrhorn’s Navy 
Gas Co., a wholesale distributorship 
and string of private-brand stations in 
Northern California, and some outlets 
in which Leh has an interest that are 
not yet listed as Caraway assets. 

“We have a lot of deals working 
now which we just can’t discuss,” Leh 
says, “but we ought to be able to make 
some announcements soon. I believe 
it is quite safe to say that by February 
we'll control 20-million gal. a month 
up and down the coast.” 

This might sound like a simple, if 
ambitious enterprise, except that buy- 
ing out gasoline distributors is seldom 
considered an attractive investment 
nowadays. 

Distributors in many places, in- 
cluding California, claim they’re being 
ruined by insufficient margins or elim- 
inated by major-company moves to- 
ward direct operation. Almost none 
claim to be getting rich. And Leh and 
Ehrhorn are two of the most out- 
spoken critics of the injustices sup- 
posedly being heaped upon the dis- 
tributor. 

Price Discrimination? — Their plan 
to correct the alleged injustices is 
based on their conviction that the in- 
dependent distributor is being charged 
an illegally discriminatory price at the 
rack for gasoline, and they hope to 
end that discrimination. They reason 
that the price any gasoline buyer is 
charged should be based on the re- 
finery net and no other consideration. 

They arrive at a refinery net price 
by examining an integrated company’s 
operation. Leh and Ehrhorn say they 
know one integrated company mar- 
kets through its own outlets at a cost 
of 10.38¢ gal. (including profit in the 


Leh and Ehrhorn: big plans based on fancy figuring, but no pink tissue 


marketing department). Subtracting 
this figure from the retail price at a 
company-operated station gives what 
they call the company’s rack price to 
itself. 

That’s the price Leh and Ehrhorn 
think should also be offered to inde- 
pendent distributors. They're willing to 
concede that institutional advertising 
might account for a 1¢ differential be- 
tween the company’s price to itself and 
the distributors’ rack price. But any 
difference beyond that they call dis- 
crimination for the purpose of giving 
the company marketing operation an 
unfair advantage over the independent 
distributor. 

Leh and Ehrhorn give this example 
of the present situation in California: 
if a company posts 26.9¢ gal. at its 
own retail outlets, subtracting the 
hypothetical 10¢ gal. marketing cost 
gives a rack price of 16.9¢. Add the 
1¢ institutional advertising differential 
and you get 17.9¢, which the two in- 
dependents would consider the just 
rack price for the independent jobber. 

The independ- 
ent actually pays 
about 21.4¢, how- 
ever. Leh and 
Ehrhorn say it’s 
a 3.5¢ illegal dis- 
crimination. 

Negotiate or 
Sue—It’s not clear 
exactly how they 
plan to end this 
discrimination. 


By Richard Elwell Leh says, “One of 
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the things we will acquire from a dis- 
tributor who comes in with us is his 
supply contract. We can take this con- 
tract and negotiate with his supplier. 
We don’t plan any lawsuits, we think it 
can all be settled by negotiation. We 
aren’t out after any one supplier. 
We're out after the system.” 

Despite the disclaimer of possible 
legal action, Ehrhorn is now engaged 
in a suit against two refiners testing 
just the principle on which Caraway’s 
operation will work. In connection 
with the Navy Gas operation, he is 
suing Caminol Co. of Hanford and 
Sunland Oil & Refining Co. of Fresno, 
charging conspiracy to fix gasoline 
prices and unfair trade practices. He 
is asking $1,698,000 total damages. 

The suit charges the refineries with 
conspiring to set the price of gasoline 
at retail and refinery at levels that give 
him no chance to compete. “They have 
openly approached and have acquired 
retail outlets which formerly did busi- 
ness with me,” Ehrhorn says, “giving 
them rebates, allowances, discounts, 
secret payments, refunds, .commis- 
sions, transportation discounts, credit 
preferences, advertising assistance and 
other benefits not offered to me.” 

The refiners have denied all the 
charges, pointing out that they are 
relatively small suppliers in a market 
with many other sources of gasoline. 
“If we hadn’t treated our customers 
fairly we would have soon lost them 
to our competitors,” a Caminol official 
says. He notes that Ehrhorn has al- 
ways been free to buy his product 
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elsewhere, but has remained a Caminol 
customer for many years. 

The two suppliers also say that the 
filing of Ehrhorn’s suit followed the 
commencement of actions by Caminol 
and Sunland to collect money Ehrhorn 
allegedly owes them for petroleum 
products he purchased from them. 

Ehrhorn’s suit is not expected to go 
to trial for several months; if it’s 
successful, it should be a big help in 
Caraway’s efforts to establish a new 
pricing structure on the West Coast. 
But Leh insists their endeavors have 
moral and economic sides as well as 
the legal ones. 

“We know a distributor can market 
gasoline successfully on a 6¢ margin,” 
he says. “If a major company has to 
have 10¢ gal. over refinery cost that’s 
because they think they have to offer 
the public credit cards, fancy uniforms 
and pink toilet paper. They may be 
right. They may know a lot more 
about marketing than we do. . . It 
may be they can run us right off the 
face of the earth on an even com- 
petitive basis, but if we’re going to 
play poker we want at least to have 
the same deck of cards.” 

Save Majors’ Millions—Leh goes on 
to say, “I don’t see how the board of 
directors of a major company can 
budget millions of dollars for the 
expansion of a company marketing 
operation when we can show them 
that independent distributors can mar- 
ket their gasoline and give them the 
same netback at the refinery without 
a cent of capital outlay on their part. 
I think their stockholders might de- 
mand they market through distributors 
if they knew the facts.” 

One of the difficulties Leh and Ehr- 
horn will probably have to face is that 
not every marketer will see the facts 
the same way they do. 


Enforcing Fair Play 


There’s some agitation for establish- 
ment of a state trade commission in 
California to enforce the state's unfair 
trade practices and anti-trust laws. It’s 
an old brainchild of Dan Lundberg, 
executive secretary of the California 
Petroleum Marketers Council, and the 
Southern California Service Station 
Assn. recently joined supporters of the 
idea. 

Meanwhile, the state attorney gen- 
eral’s office has been working on an 
investigation of possible unfair trade 
practices prompted by a number of 
complaints, mostly from _private- 
brand dealers. The main charges are 
that some dealers are selling gasoline 
below cost and that some majors give 
secret rebates to retailers to encourage 
a low price. Ld 
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It's Oligopoly, Says Montana 


“SOMETHING IS drastically wrong 
with the price of gasoline in Montana,” 
says the state trade commission in a 
preliminary report 
after almost two 
years of investiga- 
tion. The reason 
is oligopoly, says 
the commission: 
“Ten major oil 
companies and 
the Farmers Un- 
ion control 95% 
of the gasoline 
and other prod- 
ucts refined and 
sold in the state.” 

The outcome will probably be pros- 
ecution of the majors, since the report 
says “suppliers are violating Montana’s 
constitution” and its Revised Code of 
1947, which enumerates “criminal 
conspiracy and illegal practices in 
restraint of trade.” The state legisla- 
ture’s instructions to the commission 
called for prosecution of such viola- 
tions, but there will probably be no 
court action before the commission’s 
final report is presented to the legisla- 
ture this month. 

Testimony by suppliers (NPN—July 
56, p101) gets short shrift in the pre- 
liminary report. Instead, the com- 
mission emphasizes facts like these: 
“Refineries in Montana have shrunk 
from 34 in 1942 to 9 in 1955... 
Montana refines 30% more gasoline 
than it consumes and this surplus is 
exported from the state where it is 
sold at a lower price than at home.. .” 

Major-company officials testified 
that high dealer margins are contribu- 
ting factors in the state’s high gasoline 
prices, but the commission was not 
impressed: “When the tank wagon 
price is higher in Montana than any- 
where else in the country, it follows 
that the retail price will also be higher 
in Montana than anywhere else in the 
country.” 

When litigation starts, suppliers will 
have to deal with conclusions like this: 
“The price war is the major com- 
panies’ method of keeping independ- 
ents in line and also of increasing gal- 
lonage.” Or this: “There is a make- 
believe air of competition that is 
fashioned by lining the highways with 
advertising, filling the airwaves with 
sirens . . . and dotting every possible 
street corner with service stations 
painted in vivid primary colors. Often 
it would seem that the companies are 
selling toilet facilities rather than 


By Frank Pitman 
Rockies Editor 


petroleum products. Price is never 
mentioned.” 
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Commission Experiment 


Shamrock Oil & Gas Corp. reports 
good results on its first experiment 
with commission stations in the 
Rockies. “It’s making better business- 
men out of our dealers,” says district 
salesman Joe L. Corbin after two 
months of commission operation in 
North Platte and McCook, Neb. He’s 
thinking of extending the system to 
other stations in western Nebraska, 
southern Wyoming and Colorado. 

The North Platte outlet is a 10- 
pump station with a cafe, on a major 
highway. “It was hard to find a dealer 
with the necessary capital for a big 
station like this,” Corbin says. “You 
need $12,000 to $14,000, and there 

(Continued on next page) 
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just aren’t operators with that kind of 
money.” Commission operation was 
the answer. 

Corbin finds that commission opera- 
tion increases the dealer’s efficiency. 
“The operator is more careful in his 
selection of personnel,” he says. “He’s 
making sure the fellows are doing 
their job and he’s working hard him- 
self. Ordinarily in a salary operation, 
this station would have six or seven 
men. But the commission dealer is do- 
ing just as good a job with four or five 
men.” 

An additional factor is getting the 
dealer to use an accountant for his 
bookkeeping: “The dealer gets his 
paper work done for $50 a month and 


The East 


more than makes up that money by 
devoting more time on the drive get- 
ting more business from customers,” 
Corbin says. 

Shamrock’s commission deal applies 
only to gasoline and diesel fuels. Oils, 
greases and TBA are on a regular pur- 
chase-and-resale basis. 

Corbin feels that to be successful, a 
commission station must have “a 
large enough gallonage potential—the 
prospective business has got to be there 
to stimulate the dealer.” The North 
Platte station’s potential is estimated 
at 13,500-15,000 gal. a month, which 
Corbin calls “enough of an incentive 
so the dealer could make a good living 
himself.” a 


Is It Later Than You Think? 


THE ZERO HOUR is here for oil 
heat, according to Home Fuel Oil Co. 
of Ridgewood, N. J., and Russ Burns, 
its manager. 

The future 
looks black, they 
say, because gas 
installations now 
outnumber oil 
burners; oil 
burner manufac- 
turers haven't 
come up with any 
big improvement 
in their product; 
and major oil Cornelius Brodersen 
companies, East Coast Editor 
through price “manipulations,” have 
skimmed off the cream of the profit, 
leaving little to the retail fuel oil deal- 
ers, who control 85% of the market. 

Who’s to Blame—aAll segments of 
the industry, they say, share the blame 
for current conditions. 

Retailers, Burns says, operate “out 
of their hats,” offer sloppy service and 
have no credit policies. 

Burner manufacturers, he adds, 
haven’t plowed enough money back 
into product betterment and play 
“both sides” of the street by making 
gas burners, too. 

Accessory manufacturers, he main- 
tains, have “miracle” controls and 
components for air conditioners, com- 
munications and defense, but seem 
to have by-passed oil heat. 

Pump manufacturers are still trying 
to overcome clogging strainers and 
poor atomization of oil, Burns says, 
and boiler manufacturers still have 
to come up with a better steel boiler 
that offers a dependable hot-water 


supply 


And suppliers, with only a small 
stake in the retail market, post prices 
that retailers have to follow, take 
business away from dealers by under- 
cutting on commercial accounts, and 
have not paid much attention to heat- 
ing oil quality, as they have to gasoline 
quality. 

Action Outline—Burns admits that 
anyone “doing a critical analysis leaves 
himself open to justifiable criticism 
if he offers no suggestions.” And as a 


starter, Burns comes up with the fol- ~ 


lowing: 


1. Eliminate marketers and whole- ° 


salers from retail fuel oil. “It’s not 
realistic,” Burns argues, “to have 
manufacturers in the retail picture 
competing with dealers.” Although it 
sounds like divorcement, Burns wants 
it done without the government step- 
ping in. “Just change the marketing 
policies to give the business to re- 
tailers,” he adds. 

2. Stabilize the character of the re- 
tail fuel oil dealer by setting up rigid 
standards for him to meet before he 
goes into business and strong credit 
policies to follow after he is in busi- 
ness. Burns feels a code of ethics 
could do this trick, with all segments 
of the industry working on it. 

3. Give retailers an adequate mar- 
gin of profit, with major oil companies 
voluntarily “opening their books to 
disinterested persons to show what it 
costs them to handle the retail busi- 
ness.” By disinterested persons, Burns 
means colleges that have schools of 
business administration. Such a pro- 
cedure, he adds, would prove that 
the majors, with a small share of the 
oil heat market, “have no basis for 
setting up a posted retail price under 
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which they lose money.” 

4. Upgrade heating oil quality to 
the 1940 level. Burns contends that 
“cat” cracking hasn’t improved heat- 
ing oil and that “improvements” via 
additives were necessary to overcome 
conditions (residue, instability) result- 
ing from newer refining methods. 

5. Let a central industry agency 
set up refiners’ distillate yields to 
meet fuel oil demands. The majors, 
according to Burns, “try to run refinery 
operations so close so as not to have 
oil left over. They try to keep it that 
way to keep the price up.” 

6. Get scientists busy to find new, 
safe home uses for gasoline produced 
out of season to take care of over- 
production. Burns admits that it re- 
finery yields are set by an industry 
group there will be more gasoline pro- 
duced. “But why,” he asks, “take it 
out on heating oil?” 

7. Get all segments of the industry 
to set up a central burner-boiler re- 
search and development job to make 
better products. Burns says that would 
be an assignment for Oil-Heat Institute 
of America to handle. 

8. Set up standards for commercial 
buyers other than above-average size 
tanks. They should have railroad facil- 
ities and take deliveries by tank car. 
Burns says many so-called tank car 
buyers—school8, churches, municipal 
buildings, hospitals and apartment 
houses—would not fit into his pattern 
of tank car buyers. This business would 
then revert to the retailer, where, Burns 
says, it rightfully belongs. 

9. Cut the price of heating oil to 
a more realistic ratio with natural gas. 
Even without increasing refinery dis- 
tillate yields, Burns feels, something 
can be done on price. “There’s a 
spread of 1.25¢ a gal. between cost of 
gasoline and oil at the Gulf but when 
it gets to the East, something happens 
to bring the spread down to .7¢. I 
don’t think it costs any more to ship oil 
than it does gasoline,” Burns adds. 


Waiting Period 


New York oil men have to wait 
another month before they find out 
how much motor fuel taxes will be 
increased, if at all, now that voters 
have approved a $500-million bond 
issue for new roads. 

Gov. Averell Harriman says he will 
let everybody know on Feb. 1, the day 
he delivers his budget talk to the GOP- 
controlled legislature. 

The same bond issue was defeated 
last year, when it called for a 50% 
hike in gasoline and diesel fuel taxes. 
Voters then were convinced that the 
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CRASH! BIG TANK 


HERE’S THE BIG McCUTCHEON LINES TANK TRAILER shortly after it overturned on the Los Angeles Freeway. Thanks 
to the strength of the USS Cor-TEN Steel tank, not a drop of gasoline was spilled and the danger of fire was eliminated. 


ONE YEAR AFTER THE ACCIDENT— 125,000 miles of service later—the MR. RICHARD V. STANTON, driver, points 
McCutcheon Lines truck trailer is still in A-1 condition. Mr. Hess figures out one of the large dents in the still-sound 
his tank trailer is good for two million miles and 8 years’ service. tank of this gasoline-carrying truck trailer. 


UNITED STATES STEEL CORPORATION, PITTSBURGH + AMERICAN STEEL & WIRE DIVISION, CLEVELAND « COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
NATIONAL TUBE DIVISION, PITTSBURGH +» TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. - UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 
UNITED STATES STEEL EXPORT COMPANY, REW YORK 


USS COR-TEN High Strength STEEL 
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TRAILER OVERTURNS 
ON L.A. FREEWAY! 


USS COR-TEN STEEL TANK DOES NOT BREAK... 


Valuable gasoline cargo is a saved... 
Disastrous fire is averted! 


On July 1, 1955, Mr. Charles L. Hess, owner of Mc- 
Cutcheon Tank Lines, Gardena, California, put a new 
4700-gallon tank trailer in operation. Four days later, 
this same trailer, loaded with gasoline, turned onto the 
Los Angeles Freeway near Long Beach and rolled over 
on its back. It skidded 15 feet along the pavement, 
bounced into an abutment and sheared off a concrete 
light pole. 


One whole side of the truck was caved in, the top 
section was crushed and wrinkled . . . but not a drop of 
gasoline spilled. But let Mr. Hess tell about it. “Our 
USS Cor-TENn Steel tank did not crack or tear. We saved 
the whole cargo of gasoline, and the possibility of a seri- 
ous fire was averted. As a matter of fact, the chief of 
police of Long Beach complimented me on the rugged- 
ness of the tank trailer. And I’m sure that if the tank 
had been built of a less sturdy material, it would have 
cracked, I would have lost my load and been stuck with 
costly repair bills. As it turned out, the trailer was in the 
shop for repairs only three weeks, and in the more than 
a year since the accident it has traveled 125,000 miles, 
carrying gasoline in California, Arizona and Nevada. 
I’m certainly glad I took the advice of the trailer manu- 
facturer, Tuttle Manufacturing Company, Los Angeles, 
when they recommended the use of USS Cor-TEen High 
Strength Steel. 


“T have other reasons for liking USS Cor-Trn Steel 
for my trailer. Cor-TrEN is lighter and allows for more 
payload, yet has all the strength of carbon steel in 
heavier gages. I figure that the weight saved on this 
trailer gives me at least a 5 per cent increase in payload. 
I now save $70.00 on each load of aviation gasoline 
hauled to Arizona. And the hauling of aviation gasoline 
brings up another point. Refineries are very particular 
about the tanks that carry aviation fuels. They take 
tests on tanks before fuels are loaded. If any rust is found, 
a clean tank must be substituted and the rusty one 
cleaned. I have no rust problem with my Cor-TEn Steel 
tank and thus no ‘down-time’ for maintenance work. All 
told, I think that the use of Cor-TEN Steel for tank con- 
struction means efficient, economical, dependable trans- 
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CHARLES HESS, youthful owner of McCutcheon Tank Lines, 
points out area on side of truck that was badly damaged in 
the accident. This entire area was caved in in a fashion that 
might have fatally injured a less-strong tank. 





portation. This is a competitive business. To stay in it 
you have to use the latest in running stock. I recently 
purchased another Cor-TEN unit and plan to buy two 
more this year.” 


USS COR-TEN High Strength Steel has a yield point 
11% times that of regular carbon steel, has 4 to 6 times the 
resistance to atmospheric corrosion, has 50% greater fatigue 
strength, and offers superior resistance to abrasion and 
impact. 

For more information on USS Cor-Ten, send for a free 
— or contact the nearest Sales Office of United States 


NOW AVAILABLE 


Our “Design Manual for High Strength Steels” contains 

comprehensive and practical information that you will find 

extremely useful in designing your product for greater econ- 

omy and efficiency by the sound use of high strength steels. 
For your free copy, write on your company letterhead, 

giving your title or department, to United States Steel Cor- 

a Room 2801, 525 William Penn Place, Pittsburgh 
, Pa. 
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increase in tax would not be ear- 
marked to pay off the bonds. This time, 
political leaders have said they would 
write such a provision into any bill 
that calls for higher taxes. 

So far state auto dealers and state 
Chamber of Commerce officials have 
contended no motor fuel tax increase 
is necessary this year, that there’s 
enough money on hand to match fed- 
eral highway grants to the state. The 
New Jersey legislature says the same 
thing is true there, and turned down at 
least temporarily Gov. Robert Mey- 
ner’s request for a tax increase. 


Lincoln Sells Out 


Lincoln Oil Co., 
Boston, Mass., 


Calso jobber in 
for the past 10 years, 
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has sold out to its supplier, California 
Oil Co., putting Calso into the Boston 
market on a direct-marketing basis. 

Col. Louis I. Rosenfield, former 
Lincoln owner, will act as advisor to 
Calso in its new undertaking. Calso is 
also picking up Arthur Katzenberg, a 
member of Lincoln management since 
1947. Lincoln’s operations are under 
Ralph C. Davis, former Calso district 
manager. 

Lincoln serves 160 service stations 
in the Boston area, including several 
owned by the company. The sale 
covers stations, bulk plants at Cam- 
bridge, Somerville and Quincy, Lin- 
coln’s new office building, a fleet of 
trucks and a blending and filling plant 
at Dorchester that processes weet 
gal. of lube oil a year. 


What's Up for the New Year? 


LAST YEAR didn’t see too many 
big changes in the Southwest oil 
marketing picture except for the in- 
troduction of 
multi-brand gaso- 
line and a grow- 
ing trend toward 
commission _sta- 
tions. But 1957 
could bring some. 

There’s a good 
possibility, for in- 
stance, that an- 
other move will 
be made _ this 
month to amend 
the Texas chain- 
store tax law. It’s doubtful the move 
will succeed, because the independ- 
ent dealers backing it probably won't 
have as much support behind them as 
they had in 1955, when a similar at- 
tempt failed. 

Still major marketers in the state 
aren’t taking the threat lightly, and 
will be working against it in Austin. 
The law now exempts retail service 
stations and retail lumber yards from 
the $826-per-outlet tax on all units 
over 50. (The tax starts at $5 for 
the first retail unit, moving up gradu- 
ally for the next 49 before the big 
jump over 50.) 

The move to change the law to 
include service stations will probably 
be backed by state dealer associations, 
Independent operators believe such 
an amendment would do away with 
commission and salary-operated sta- 
tions, which many of them are 
against. 

Political Action — The very fact 


By Marvin Reid 
Southwest Editor 
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that dealers are becoming so “politi- 
cally minded” is causing some con- 
cern to major-company officials in 
the Southwest. In 1956, Shreveport 
and Houston dealers called in federal 
government investigators to check on 
price wars, claiming they were in- 
stigated and promoted by major 
suppliers. 

Some suppliers are also concerned 
about what they see as a “socialistic 
trend” on the part of some dealer 
leaders, especially as dealer associa- 
tions grow stronger. A little legislative 
success in the new year would be a 
real shot in the arm to this trend 
of the past few years, major rep- 
resentatives fear. 

Agents Joining in?—This year may 
also see a move toward joint jobber 
and commission agent associations in 
some Southwest states. Louisiana al- 
ready has such a group (Louisiana Oil 
Marketers Assn.), and the idea has 
been discussed by Oklahoma and 
Arkansas jobber associations. 

An Arkansas jobber who’s a na- 
tional as well as a state leader has 
said privately that he’d like to see 
agents made a part of the Arkansas 
jobber group. And the Oklahoma 
jobbers have been studying ways and 
means of increasing membership; one 
way would be to open the doors to 
consignees. 

In Texas, it is believed the Petro- 
leum Marketers Assn. of Texas (com- 
mission agents) would welcome an 
invitation to join up with the Texas 
Oil Jobbers Assn., but it’s doubtful 
that TOJA will extend one. 

Jobbers opposed to the idea of bring- 


ing in consignees say that the problems 
of the two groups are different. Those 
promoting the idea disagree, putting 
forth the argument that the larger an 
association, the more weight it carries - 
in legislative fights and the like. 

Competition Up—As for competi- 
tion, 1957 promises a lot of it, especi- . 
ally for the marketers along the Gulf 
Coast. Private-brand jobbers in this 
fairly heavily populated stretch have 
shown tremendous growth in the past 
few years; last year Billups Petroleum 
Co., for example, extended its string 
of super service stations all the way to 
the lower Rio Grande valley. All in- 
dications point to continued building 
programs by these private branders. 

Site Oil Co., is one of them; it 
moved into Houston in 1956 by buy- 
ing out stations owned by Hudson Oil 
Co. of Texas. It plans to build a 
number of outlets all along the coast. 
In Houston alone, Site has been active 
in lining up choice locations on the 
main traffic arteries, paying over $60,- 
000 for some. Some say Site, which 
is headquartered in St. Louis, may 
spend as much as $1-million on service 
station construction along the Texas 
and Louisiana coast lines. 

More competition can also be ex- 
pected from at least two independent 
refiners in Texas—American Liberty 
Oil Co and Cosden Petroleum Corp. 
Amlico has been building up its jobber 
operations, and Cosden has bought out 
two West Texas refiners (Col-Tex and 
Onyx) that put it in a better position 
than ever to be a major factor in the 
West Texas market. Lion Oil Co. of 
El Dorado, Ark., extended its whole- 
sale and retail operations in Louisiana 
last year and will probably continue 
to do so in 1957. 

As for price wars and other such 
“minor irritations” which make life 
interesting for marketers, some South- 
westerners look for less trouble in 
1957, thanks to the Middle East fracas. 
Supplies of crude oil started tighten- 
ing up as a result of European de- 
mand; if this keeps up, product inven- 
tories should be affected, taking some 
of the surplus that plagued refiners 
this year off the market. As supply gets 
more in line with demand, less distress 
gasoline will be available to low price 
marketers, making for a stronger re- 
tail market. # 
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PUROLATOR MICRONIC® FILTERS used by New Jersey Oil Distributor 
Joseph D. Forte are pedestal type with flow rate of 300 gpm. 


“| know my fuel’s clean 


“Despite rust which may develop in storage 
tanks or pipes, my fuel is always clean when 
it should be —on delivery,” reports Joseph D. 
Forte, Atco, N. J. Oil Distributor. “That’s 
because I filter it through Purolator Micronic® 
filters instead of just passing it through a screen. 
My Micronic filters intercept and remove the 
contaminating particles — even those that are 
too small to be seen by the naked eye. I know 
it’s clean — and so do my customers.” 

Home fuel... diesel fuel...any fuel can be 
contaminated in storage. And the best methods 
of freeing it of abrasive contaminants are offered 
by Purolator’s complete line of bulk filtration 
equipment, with flow rates ranging from 15 to 
1500 gpm. 

A recent addition to this line is Purolator’s 


on delivery’ 


curb pump filter. It has a high flow rate of 25 
gpm for diesel fuel and almost no pressure drop. 
Its development helps make certain that what- 
ever fuel you filter ...and whether you filter it 
at the curb or at a terminal... you can get pre- 
cisely the right filter from Purolator. 

For full details, write Purolator Products, 
Inc., Front & Linden Streets, Allentown, Pa. Dept. 
B4-11. 


Filtration For Every Known Fluid 


PURQOLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey, and Toronto, Ontario, Canada 
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The Southeast 





Carolina Consignees Have Their Say 


NCOJA survey reveals ‘peeves’ about commissions, 
supplier relations; agents urge improvements, report 
on ‘unusual’ operational methods 


A SURVEY OF CONSIGNEES con- 
ducted early last year by the North 
Carolina Oil Jobbers Assn. may pro- 
vide good indi- 

cations of what 

can be expected 

from the Ameri- 

can Petroleum In- 

stitute survey that 

will be completed 

this spring. 

A total of 70 
consignees, com- 
mission marketers 
and peddlers re- 
plied to the By A. R. Henry 
NCOJA ques- Southeast Editor 
tions. Their average monthly gallon- 
age is 170,000, with a range from 
30,000 gal. to 650,000 gal. a month; 
the population of the largest towns 
in which they operate ranges from 
600 to 85,000. 

The marketers’ pet peeves center 
mostly on size and fluctuation of com- 
missions, including variations like 
“delivery of gasoline to farm consumer 
at same margin of profit as drop 
loads.” Among others are supplier 
failure to pay for equipment repairs; 
lack of local co-operative advertising; 
too much supplier red tape; and not 
enough allowance to cover stock 
losses. 

Asked what projects the consign- 
ment distributor section of NCOJA 
should follow, the agents came up 
with these answers: continue efforts 
to get recognition from the supplier’s 
main office (but there’s no trouble 
with district managers); work for 
better supplier relations; exchange of 
credit information; urge members to 
develop and keep all business in their 
own names; organize further and ex- 
pand; and of course, work for higher 
commissions and an end to price 
wars. 

Tarheel consignees also listed some 
“unusual methods of operation.” 
Among them are: “Have separated 
TBA from oil business enabling us 
to work TBA in competitive stations”. 
“Operating two accessory trucks 
covering entire area once a week, 
each truck having specific route each 
day which is repeated from week to 
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week.” 

The more interesting _ statistical 
information in the survey reveals a 
range in number of employes from 
none to 22; 27 firms making some 
form of group insurance available to 
employes; 34 consignees finding TBA 
profitable, 14 saying it’s not; 32 pay- 
ing rent for use of their suppliers’ 
bulk plants, 34 paying none; 27 
reporting supplier protection during 
price wars and 18 reporting none. 

North Carolina commissions range 
from 1.25¢ to 2¢ on regular gasoline; 
from 1.25¢ to 2.5¢ on premium; from 
1.75¢ to 2.9¢ on kerosine, and from 
1.5¢ to 2.6¢ on fuel oil. 


One More Invasion 


Continental Oil Co. is undertaking 
a modest eastward expansion of retail 
outlets in Mississippi and Alabama, 
though Concco spokesmen are firm in 
their insistence that nothing is con- 
templated on the order of Phillips 
Petroleum Co.’s rapid growth in the 
Southeast over the past few years. 

Conoco has had jobbers in the two 
states for some time, but few service 
stations. Now more and more are 
opening up, though their number is 
still small compared with the other 
majors in the area. Conoco officials 
admit their desire to hit the Southern 
belt hard eventually, but “we don’t 
feel it’s time to spend the money yet,” 
says a regional spokesman. 

Meanwhile, Phillips’ expansion is 
continuing at a rapid pace. It opened 
five new stations in a single day in 
Atlanta recently, bringing the number 
of outlets in the Atlanta area to 52. 
all opened within the past two years. 
Phillips now covers about three- 
fourths of Georgia. 


Overbuilding or Not? 


The perennial question of whether 
or not there are too many service sta- 
tions a-building or in existence will 
probably never be settled to everyone’s 
satisfaction, but it is causing increas- 
ing concern among many jobbers in 
the Southeast. There is no doubt that 
new stations are being built at a rapid 


rate in Tennessee, northern Georgia, 
and along Florida’s Gold Coast, as 
well as in other isolated Dixie areas. 

Observation reveals that many of 
these new stations are stanring va- 
cant, after initial tries by operators 
to make them financial successes. 
A major-company division manager in 
Atlanta says, “It is getting harder 
and harder to find qualified men with 
sufficient capital to operate stations, 
particularly in what has _ proven 
through experience to be a marginal 
area,” 

An eastern Tennessee jobber, visit- 
ing in Nashville, points to a stretch 
of highway, not very heavily traveled, 
leading into the city. It has nine sta- 
tions, four of them new, in a three- 
quarter mile stretch. 

“People,” he says, “and that in- 
cludes both majors and jobbers, ap- 
parently are building stations with 
little forethought given to the poten- 
tial in a given location. After all, 
you can slice a pie only so many ways, 
and then you’ve had it. There seems 
to be a complete lack of planning in 
the locating of many of these new 
stations.” 

Price wars are blamed by some oil 
men on what they call “an overabun- 
dance of competition.” The Miami 
area, eastern North Carolina, and 
central Tennessee have recently suf- 
fered lengthy and destructive retail 
price wars that forced majors to lower 
prices to help dealers and jobbers keep 
their heads above water. And an 
Augusta, Ga., jobber says, “The mar- 
ket here has been depressed for two 
years, but they still keep putting up 
stations.” 

Another school of thought among 
southern oil men takes the optimistic 
view that even if the marketing struc- 
ture is being temporarily overbuilt, 
future demand is bound to catch up 
with it. In Miami, for example, public 
officials can’t agree on whether there 
will be two or three times as many 
cars in Dade County in 1975 as there 
are now. 

Though Florida’s population boom 
far outstrips the rest of this region, 
the whole Southeast shares this opti- 
mism to at least a considerable degree. 


! 

New Style in Headquarters 
Esso Standard Oil Co.’s Delaware- 

Maryland-District of Columbia divi- 

sion will move into new headquarters 

late this year—a new office building 
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that will be a part of a $10-million 
development project in Towson, Md., 
a Baltimore suburb. 

The development will have a resi- 
dential atmosphere, and the exterior 
of the Esso building will conform to 
it, being built in stone, red brick and 
limestone. Architect Henry Powell 
Hopkins says both topography and 
terrain lend themselves to residential- 
type designs; the building will be 
landscaped with plenty of grass and 
the trees now standing on the site. 

The country style is the more in+ 
teresting because the other buildings 
planned for the project include a $2- 
million hotel, a medical arts building 
and a research center for Johns Hop- 


kins University, as well as four garden- 


apartment units. 


The Midwest 


New Stamp Battle 


SERVICE STATION DEALERS in 
Indianapolis seem to be on the way to 
victory in their battle against trading 
stamps. They’ve 
been encouraged 
by dealers’ in 
Newcastle, Ind., 
about 70 miles 
away, who claim 
a 100% triumph 
over stamps. 
Getting rid of 
stamps isn’t easy. 
Bill Singer, a for- 
mer CPA and In- 
dianapolis Sunoco 
dealer for seven years, says, “The 
smarter dealers in our town became 
aware of what was happening to them 
after reading articles about stamps in 
various magazines. But with me, it 
was a matter of good accounting. 
“Stamps hit Indianapolis hard along 
about April 1955, and were deeply 
entrenched when we began to fight 
them in September. Right now we 
have them 85% whipped and it would 








: Re Wa 
By Frank Holman 
Midwest Editor 





be 100% if it were not for a major | 


oil company. Their local manager 
agrees with us 100%, but I'll be 
darned if company salesmen don’t 
come around and use their influence 
on their dealers not to give up stamps.” 

Unlike Rochester, Minn., dealers, 
who ran advertisements when they 
notified the public that they couldn’t 
afford to give stamps, Indianapolis 
dealers are spreading their story by 
word of mouth when the motoring 
public asks. There has also been front 
page newspaper coverage explaining 
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* Horizontal register 

* Lighted dial face available 

° “Multi-level” tilted dial face 
© 51” overall height 







ELECTRIC 
CONSUMER 
? PUMP 


All of the convenience, accuracy and 
dependability of world famous Bennett 
service station pumps are built into the 
new Fleet, Jr. to make every fueling job 
faster and easier on farms, estates, or 
for small fleets and industries. 


“Multi-Level” Fueling Design, new extra height and 
“tilted” dial area assure easy readability regardless of 
vehicle size or elevation of vehicle fuel tank. 

Direct drive rotary pump and motor. Adjustable com- 
pression type intake coupling. Heavy gauge steel hous- 
ing over welded chassis. Easily accessible for 





inspection and service. 


SMALL FLEETS: FARMS~- ESTATES: INDUSTRY 


Joun Woop ComPaANyYy 


Bennett Pump Division 
Muskegon, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 









ANGELUS 


CAN CLOSING MACHINES 


Angelus seamers are d¢si 
round can closing req 
petroleum products, 

up to 500 cans per y 


Angelus machineséa 
dependable; they 
and maintain; 4m 


Specify produé 
capacity require 


AM GTERUS 


Sanitary Can Machine Company 


Regions 


why the retailers are giving up stamps, 
and as many as four meetings a day 
among dealers. 

So far all but 46 of what Singer 
considered “key” stations have given 
up trading stamps. In addition, there 
are probably 200 private brand sta- 
tions in the city giving stamps or 
premiums of some kind; many of 
these, however, are retailers’ private 
stamps and are not at the bottom of 
the difficulty. 

“We're having the most trouble do- 
ing away with outside stamps among 
shoestring operators,” Singer says. 
“It’s the marginal operator, the guy 
who’s least successful, who’s still up- 
setting our goal of 100%. 

“But in getting around and telling 
our story we show them how much 
stamps are costing them. Being a CPA, 
I have kept careful records just in 
case the stamp companies come at me 
—and there are veiled threats in the 
alr. 

“I was one of the early stamp users 
among major brand dealers in town,” 
Singer continues, “and my _ records 
show that after paying $400 to $420 
a month for stamps, my business in- 
creased only 5%. This left me a loss 
on stamps of $272 a month. 

“The way I figure, three things 
have to happen. Either stamps must 
be discontinued, the dealer must go 
out of business, or the retail price of 
gasoline must be increased to compen- 
sate for the stamps.” 

The last alternative is what has 
happened, according to Singer. He says 
that with some stamp-givers, “major 
brands that normally were selling for 
28.9¢ at the pump were hiked to 29.5¢ 
and even as high as 29.9¢ a gal.” 

Singer says, “Our story to dealers, 
for them to pass on to the public if 
there’s any reaction, is that the motor- 
ist, whether he saves the stamps or 
not, is being deprived of service. To 
pay for stamps, a dealer either has to 
pass the cost on to the public or he 
has to hold down station manpower. 
He’s committing suicide if he operates 
his station as though the stamps were 
paying for themselves.” 

A byproduct of the stamp fight in 
Indianapolis is the formation of a new 
association, Gasoline Retailers of 
Greater Indianapolis. Singer is its 
chairman, and he thinks it’s fine: 
“Some guys have operated service sta- 
tions across the street from each other 
for three years or more without even 
talking to one another. Now dealers 
are finding out that the guy down 
the street is a pretty good guy and is 
having the same trouble cutting the 
mustard. I think we’ve come up with 
a good thing.” ® 
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This Gilbarco Roto-Prime Pump at Love Field, Dallas, Texas, 
handles 75,000 gallons monthly for Braniff International Airways. 





“KA Gilbarco Roto-Prime is 


| d-\aco})(-1bhaqll at cole tb los te 


Braniff International Airways, Inc., Dallas, Texas 


“In March 1952, we purchased a Gilbarco Roto- 
Prime pump to handle aircraft fueling and de- 
fueling. Since installation, this Gilbarco Pump 
has transferred and loaded over 3,300,000 gallons 
of aviation fuel, or in excess of 75,000 gallons 
per month. 


“Our Roto-Prime is in service twenty-four 
hours a day, seven days a week, providing us with 
top efficiency and trouble-free service. In fact, 
our Gilbarco Roto-Prime has not cost us one cent 
for maintenance since installation. 


“From our experience with this Roto-Prime, we 
are convinced that it is THE PUMP for handling 
Petroleum Products.” 


Gilbarco Roto-Prime pumps have proved them- 
selves on-the-job as top performers for every 
type of pumping operation — large or small. 
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THE PUMP for handling #y= 


Vel 
y 


ways at Love Field. 


Gilbarcos start without priming and run without 
venting. Whatever installation you plan — avia- 
tion refueling, transport or tank car unloading 
— bulk plant or terminal transfer — Roto Primes 
are THE PUMPS. Write us for catalog and complete 
information. 


Gilbert & Barker Mfg. Company 
West Springfield, Mass. 
Toronto, Canada 





Mr. Dave O'Conner, Operations Man- 
ager for Braniff International Air- 


1885 — The first internal-combustion engine car — 
by Benz 


1955 —hhe first creative-packaging 
was introduced by GLOBE 


Historians disagree on the absolute birth- 
day of modern motoring, but Karl Benz 
did build the first internal-combustion 
engine car. And there’s no argument at 
all about Globe’s battery contributions 
.. not only pioneering dry-charged bat- 
teries, but first to package all elements 
together for the simplest, swiftest battery 
activation ever known. 


It’s this fast, this easy, this important . . 


Open the compact carton, a complete package of charging ingre- —_—First for fast, low-cost delivery too! 

dients ¢ Take out each plastic bottle of pre-measured Spinning Lightweight plastic electrolyte bottles and compact 
Power electrolyte — no waste, no guesswork, no time out to meas- carton cut shipping costs. Furthermore, Globe's sixteen 
ure * For extra safety slip each bottle into the handy pouring plants are strategically located for fastest, lowes?-cost 
sleeve * Your grip is firm as you snip the bottle nipple and — jae eteeon” thirteen (*) are pro- 


Pour! Battery is ready for action with fresh power. Because until ATLANTA. GA. ®DALLAS, TEXAS, EMPORIA, KANSAS, 


that instant the battery has been inert — and because method and *HOUSTON, TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., 
: ‘ *MEMPHIS, TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, 
ingredients are all together in one paokage. *PHILADELPHIA, PA., *REIDSVILLE, NO. CAROLINA, *SAN JOSE, 
: ; CALIF., *HASTINGS-ON-HUDSON, N. Y., LOS ANGELES, CALIF., 

Another milestone in power — another first for Globe! OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


SPINNING POwg, 


hi> GLOBE-UNION INC. 


one e annntee MILWAUKEE 1, WISCONSIN 


If it’s Petroleum-powered there’s a 4i):J4:1)/ AM TUHILad right from the start! 





Your Dealers Can Sell More Tires 





It's easy to move big volumes, if dealers: 


e Deliver the sales pitch a little at a time 


e Use a soft-selling, ‘suggestive’ approach 


@ Follow up with effective product demonstrations 


HEN A CUSTOMER needs tires, 

why can’t your dealer just tell 
him so, give him the price, ask him 
to buy, and ring up the sale? 

He can, and some dealers do. But 
they don’t sell many tires that way, 
says U. S. Rubber Co. The best way to 
sell tires, as outlined in a new U. S. 
Rubber sales training manual,* is the 
same way your dealer sells gasoline 
and oil—a little at a time. 

After all, U. S. points out, you don’t 
sell tires, you sell people. And they 
like to buy tires the same way they 
buy oil products. Your dealers see 
their customers regularly and can take 
advantage of it. They don’t have to 
try and wrap everything up in a one- 
shot deal. 

Maybe your men think they don’t 
have the time to sell many tires. They 
do, says U. S., if they'll just sell little 
by little. To prove it’s not a question 
of time, the company cites figures: 

e The car owner visits his service 
station an average of 86 times a year 

e He averages seven minutes a visit 

e 86x7 = 602 —60 — Over 10 
hours 

That’s 10 hours, exclusive of service 
and repair time, when the customer is 
on hand to listen to your dealer’s sales 
story. And it’s 10 hours spread out in 
easy stages. 


1. Sell in Stages 


Here’s the way dealer and customer 
line up when a potential sale is in the 
making: 

e The customer knows his tires are 
getting thin, knows he has to do some- 
thing about it, and puts it off as long 
as possible because of cost and in- 
decision on what tires to buy and who 
to buy from. 

e The dealer knows (or should 
know) all this and realizes that this 


*Available from: 

Sales Training Dept. 
United States Rubber Co. 
1230 Sixth Ave. 

New York 20, N.Y. 


period of indecision is the time to 
bring up the subject of tires at every 
opportunity—to begin selling (a little 
at a time) the better quality and great- 
er benefits of his tires. He can do it 
anywhere: at the pump, in the lube 
room, wherever the customer happens 
to be. 


2. Don’t ‘Barbershop’ 


Once the dealer starts his pitch, 
U. S. Rubber says, he should keep it 
on the soft side. “Barber-shopping” 
phrases like “You should have, “how 
about,” “what you need”—these only 
arouse the customer’s resistance. 

Instead, the dealer should key his 
talk to “suggestive” phrases like “Be- 
fore you decide to buy,” “someday,” 
“when you're ready,” “you might want 
to consider,” “when the time comes,” 
“before long.” Some sample pitches: 

e “Some of these days, Mr. Brown, 
you will be needing a couple of new 
tires, and before you buy I'd like to 
tell you about our special tire guaran- 
tee.” 

e “When you are ready to buy new 
tires for this car, Mr. Brown, I would 
appreciate the opportunity of buying 
your old ones. They are worth money 
to me, if the casings are in good shape, 
so keep me in mind.” 

e “Mr. Brown, did you know we 
have a tire that can stop you on a 
dime even on wet, slippery roads like 
today? It’s the kind of a tire I believe 
you might want to consider some of 
these days when you're ready to re- 
place those tires on the car that will 
soon be smooth. So when you have 
a minute or two to spare, check with 
me and I'll show it to you, okay?” 


3. Get the Green Light 


A dealer who uses lines like these 
doesn’t stir up resistance. He’s simply 
pointing up the benefits he can offer 
when the day comes to buy new tires. 
He’s not pushing. The customer’s in- 
terest is stimulated, he begins to ask 
questions, and the selling conversation 
is under way. 
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With some customers this conversa- 
tion will develop into a spot sale. With 
others, it may take three or four more 
pre-selling discussions. But U. S. Rub- 
ber emphasizes that customers really 
do want to know about the features 
and benefits of tires, service, guarantee, 
terms, all of which add up to a good 
value. In the final analysis, says U. S.., 
value—not price—is the customer’s 
real concern. 


4. Demonstrate the Product 


If a customer responds with interest 
to the dealer’s pitch, the dealer’s job 
is to answer the immediate question 
and then guide the sales conversation 
to other features he has to offer. And 
the clincher is to back this up with 
demonstrations. 

Demonstration selling adds life, in- 
terest, understanding and belief to any 
sales situation, says U. S. Rubber. And 
it's doubly important to demonstrate 
tires because the customer can’t see the 
things he wants: mileage, safety, com- 
fort, appearance. That’s why tire sales- 
men have to go all-out with manuals, 
charts, cross-sections, demonstrators, 
movies, and everything else in the 
book. 

U. S. says customers find a tire sales 
talk hard to believe, for three reasons: 

e They don’t understand it. 

e They can’t see the benefits. 

e You can’t sell them with empty 
hands. 

The motorist needs visible proof, 
and it’s up to your dealer to produce 
it. 


5. Get into the Habit 


Your dealers can develop demon- 
strations like this on their own, says 
U. S. Rubber; demonstration selling is 
not a gift, it’s a habit. Like station 
service, it’s one of the most profitable 
selling habits any salesman can ac- 
quire — particularly when he starts 
early, before the customer’s tires are 
smooth, and does it a little bit at a 
time. ® 
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Tires—Batteries—Accessories 


Oil TBA Group's 
Chicago Meeting... 
Mood: Optimistic 


Hall Spanuello Waterstradt 


Registrants came from all parts of U.S. and Canada. Noting 
some room numbers are Jack H. Hall, TBA manager, Douglas 
Oil, Paramount, Calif.; Leo Spanuello, TBA manager, Pure 
Oil Co., Chicago; and E. H. Waterstradt, battery buyer, Mont- 
gomery Ward, Chicago. Directory was set up by NPN 


Spanuello Sweet 


New officers of the Oil Industry TBA Group are Art Sweet, 
TBA manager for Humble Oil Co., chairman; Leo Spanuello, 
TBA manager for Pure Oil Co., vice chairman; and L. B. 
Sloneker, TBA and LPG appliance manager, Phillips Petro- 
leum, secretary-treasurer. Sweet succeeds W. M. Schmitt 
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Dornoff Anderson Mrs. Behike 


Registration goes along briskly (final total around 600) as 
Mrs. Lillian Behlke, registration supervisor, signs up J. E. 
Dornoff, sales vice president of Pate Oil, Milwaukee; Walter 
E. Troup, sales manager, Anderson Co., Gary; and Walter E. 
Anderson, vice president of Globe Union, Inc., Milwaukee 


A feature speaker was R. G. Dunlop, president of the Sun Oil 
Co., who discussed “dynamic marketing.” He is greeted by 
Art Sweet, TBA manager for Humble Oil Co., Houston, while 
national chairman W. M. Schmitt of Sun Oil looks on. Later 
Sweet was named to the national chairmanship of the group 


Rider Thompson Van Houten 


Something amuses F. M. Rider, retail manager, Lion Oil, El 
Dorado, Ark., as he surveys the gathering with N. E. Thomp- 
son, TBA manager, British-American Oil Co., Toronto, and 
C. K. Van Houten, division TBA manager, Cities Service, St. 
Louis. Rider was one of the founders of the TBA group 
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Sommerville Lightburn Eastman Park 


Looks like fishing or filters is being discussed by James B. 
Lightburn, general sales manager, Purolator Products. With 
him are R. L. Sommerville, general sales manager, automotive 
division, Electric Storage Battery Co.; R. H. Eastman, TBA 
manager, and Robert Park, ass’t. TBA manager, Sun Oil 


The optimism that pervaded the St. Louis meeting is exempli- 
fied here by Curt Nyden, regional sales manager, Bennett 
Pump division of John Wood Co., Muskgon; J. Neff Wells, 
TBA sales manager for Indiana Standard in Chicago; and Roy 
Maddux, regional TBA manager, Cities Service, Kansas City 


Lapides Brophy Askin Hirleman Hubbard 


New Yorkers visiting a hospitality suite are V. L. Brophy, 
manager of marketing development, Sinclair; R. H. Askin, TBA 
manager, Sinclair; and E. G. Hirleman, TBA manager, Cities 
Service. Hosts are midwesterners Clarence Lapides, president, 
Lion Uniforms, and George Hubbard, Lincoln Engineering 
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Barnes Carpenter 


Battery talk gets some charging from Harry G. Barnes, sales 
vice president, Gould-National Batteries, St. Paul, a principal 
speaker at the meeting. George Zifchak is a battery specialist 
for Atlas Supply Co. of Newark, and R. B. Carpenter is 
Standard of Kentucky’s TBA manager in Louisville 


Francois Marsh 


Former national TBA chairman Mel Marsh, TBA manager, 
Sohio, has a word about accessories for E. H. Francois, man- 
ager of replacement sales, AC Spark Plug division, of General 
Motors; Paul P. Trainor, assistant manager of replacement 
sales for AC; and Edwin Mott, marketing specialist for Esso 


The Southwest was well represented, with Conoco sending a 
delegation of division TBA managers; W. J. Bunt, Kansas 
City; W. L. Dowell, St. Louis; P. W. Sloan, Wichita; and 
Earl L. Hilliard, Oklahoma City. The two-day meeting was 
topped off with a cocktail party, buffet and entertainment 
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FTC Cracks Down on Battery Maker 


Agency claims ‘false and deceptive’ advertising 
by company that calls its batteries self-recharging 
and guarantees them for ten years 


HE FEDERAL Trade Commission 

has decided to put a halt—if it 
can—to what it terms false and de- 
ceptive advertising claims made for 
batteries. 

In a formal complaint filed last 
month, FTC charges Life-Long Bat- 
tery Manufacturing Co., El Segundo, 
Calif., with misrepresenting the quality 
of the “Life-Long” batteries it sells, 
the guaranty it gives with these bat- 
teries, and the nature of its business. 
So far as FTC staffers can recall, this 
case is the first challenge of long bat- 
tery guaranties, which have only be- 
come common in the last few years. 
There are no other similar cases now 
in the works at FTC. 

What It’s About — According to 
FTC, Life-Long—which only sells and 
distributes batteries made by other 
manufacturers and does not actually 
make batteries itself—claims: 

e That its batteries are self-recharg- 
ing; 

e That it guarantees the batteries 
for 10 years with free replacement or 
refund of the purchase price during 
that period. 

FTC charges these representations— 
as well as others made in the firm’s 
advertising material—are not true. 
FTC says it is also false and mislead- 
ing advertising for Life-Long to rep- 
resent that it makes the batteries it 
sells and to use the word “manufactur- 
ing” in its corporate name. In the first 
place, such a representation is not 
true, says FTC. And there is a pre- 
ference, according to FTC, on the 
part of dealers and the public to buy 
products (including batteries) direct 
from the manufacturer, believing they 
get certain advantages that way, such 
as better prices. 

Going Too Far?—On the represen- 
tation that the Life-Long battery is self- 
recharging, FTC staffers say there is a 
difference between saying a battery 
can recuperate and be re-charged and 
saying that a battery can recharge it- 
self. As FTC reads Life-Long advertis- 
ing, the representation is that the bat- 
tery actually recharges itself—which 
FTC says just isn’t so. 

While there is nothing wrong with 
offering a long guaranty on a battery, 
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says FTC, you've got to live up to 
your advertising. And FTC says the 
10-year guaranties on “Life-Long” 
batteries turn out to be a good deal 
less advantageous than advertised. For 
instance, free replacement or repair of 
failed batteries is made only within 
one year of sale; thereafter, adjust- 


ments are made on a prorated basis, 
according to FTC. 

To Clear the Air—There have been 
suggestions in the wind that a trade 
practice conference be held by FTC, 
so that battery manufacturers and dis- 
tributors could agree on a code to 
restrict extravagant claims. FTC staf- 
fers discussed this possibility with rep- 
resentatives of the Assn. of American 
Battery Manufacturers about a year 
ago, but so far no formal application 
for a trade practice conference has 
been received by FTC. 


New Wheels Raise Big Problems 


If you and your dealers haven't caught up with 
the new methods of servicing 14” tires, it’s high 
time you did—because you may be losing sales 


HAT’S TAKING so long for word 
to get around on how to service 
the 14” tire? True, there aren't a lot 
of them around 
yet, but what 
about changeovers 
to mud-snow 
treads? 

Plans were 
made long in ad- 
vance to make 
14” winter treads 
available prompt- 
ly upon the ap- 
pearance of 1957 
models. Oil men _ By F. C. Sturtevant 
all said the first "SA Editor 
demand for 14” tires would come 
from the man accustomed to driving 
on winter treads. So they let their 
dealers know early about 14” mud- 
snow tires. 

It would be equally good sense to 
inform dealers just as far in advance 
about the special mounting problems 
they are going to meet with the new 
14” rims. Yet at the rate this is 
being done, the selling season for 
winter treads will be all over before 
the information circulates to all who 
need it. 

Today there are many oil marketing 
men who haven’t heard about the 
difference in the rim wells on the 14” 
wheels. 

Here’s the Crux—In the first place 
all 14” wheels are being built with 


shallower rim wells. That in_ itself 
means a much tighter squeeze to get 
the tire beads up over the rim edge, 
whether mounting or demounting. 
There isn’t the same free play there 
used to be when you could drop one 
side of the tire down into the deep 
rim well on the old type wheels. 

Besides having shallow wells there 
will be a million or so of the popular 
1957 cars coming out with the rim 
well placed off center toward the back 
of the wheel. That type of rim will 
have to be placed on the tire changer 
with the back or inner side of the 
wheel facing up. The inside bead, 
being nearer to the rim well, can then 
be pried off the narrow ledge into the 
well, easing the tension on the outside 
bead that has to clear the wide ledge. 
Over many years service station men 
have acquired the habit of working 
from the outside face of the wheel. 
Now that’s wrong for the 1957 Ford, 
Chevrolet and Mercury. 

Complicating Factor—These dif- 
ferences in rims would have been 
a minor problem if we weren’t now 
dealing with tubeless tires. The tube- 
less tire holds its air by virtue of a 
tight seal at the bead. You can’t bang 
the beads around as you could with 
the old tire-and-tube combination. 
Once you injure the beads of a tube- 
less it won’t hold air. 

All this means it’s going to take 
more force to mount and demount 
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first in beauty 
first in efficiency 


first in preference. re 





ultimate in service station lighting 


The first Guardian fixture specifically designed to use 

the extra output of the new RS lamps, the Royal-T is 

already “‘first in preference” with station operators ev- Get all the facts on this latest 
erywhere. Deliverying more usable light and combining “first” by Guardian 

new beauty with increased strength and rigidity, this (Series 2000RS, individual oF 
sensational new fixture actually utilizes light instead of Semmes: neh ates for 
merely transmitting it—does the dual job of both island ulletin B26 today! 

lighting and area lighting. 


Newly designed pole adapter § Extruded aluminum channel with Acrylic resin plastic enclosures 
allows infinite adjustment be- : heliarc welded cross braces with new sine-wave form for 
tween pole centers ‘ optimum diffusion 


GUARDIAN Light comrany 500 NORTH BLVD., OAK PARK, ILL. 
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14” tires—but it’s still a tubeless tire, 
so you have to be careful how you 
apply the force or you'll have leaks 
at the bead. To meet this situation, 
all the rubber companies have issued 
special instructions on mounting and 
demounting 14” tires. 

Makers of tire-changing machines 
have done likewise. There are even 
some new attachments available to 
aid in the more difficult tire-changing 
operation resulting from the new rim 
designs. 

Even the car manufacturers have 
issued recommendations on how best 
to mount and demount 14” tires. One 
of the manufacturers, who uses the 
rim with the narrow ledge toward the 
inside, says the job should always be 
done on a tire changer, and never 
with the old style tire tools. 

Air of Mystery—For some reason 
nobody knew about this problem of 
the 14” rims at the time it became gen- 
erally known that 14” tires would ap- 
pear on 1957 models. That news was 
circulated, unofficially, a year ago. 
But there was no mention then of any 


What's New in 


new style rims in the offing, or their 
possible effect on tire servicing. So 
the oil industry hasn’t had much ad- 
vance notice. 

But four or five months have gone 
by since then, and there are still men 
in oil marketing circles who are only 
vaguely aware there is anything dif- 
ferent about the 14” rim. Still others 
think it’s all very simple, and that 
dealers will catch on at once. Our 
experience with tubeless tires should 
tell us just the opposite is likely to be 
true. 

It would be better to tell all about 
this new service problem early, while 
attention is focused on 1957 models. 
Dealers will remember the story, when 
the need arises. 

And since dealers are often skeptical 
by nature, it’s better to magnify the 
difficulties a little bit, especially the 
new importance of tire changers. Oil 
men have been saying right along 
that a dealer who really wants to be in 
the tire business ought to have a tire 
changer anyway. The tight rims on the 
new cars help to prove the point. & 


a ee 





Two new headlamps 


... have been added to both the West- 
inghouse and Tung-Sol lines to take 
care of the new four-lamp headlight 
systems appearing for the first time 
on some 1957 models. The No. 4001 
is a single-filament lamp for the in- 
board position. It will provide the hot 
spot of the driving beam. The No. 
4002 lamp has a double filament. It 
will provide the spread light of the 
driving beam from an off-axis filament, 
andj a new passing beam from the on- 
axis filament. Increased wattage will 
give more light for driving and pass- 
ing, while the new design of the low 
beam will throw more light down the 
right shoulder of the road in passing. 
Champion spark plugs 

. . will be original equipment on the 
1957 6-cyl. Ramblers. The Champion 
H-10 plug, adopted for the Ramblers, 
has also been approved by American 
Motors engineers for the 1957 V-8 
engines for Nash and Hudson, as well 
as some Rambler models. 


Olin Mathieson 


. . . has closed its San Francisco elec- 
trical division warehouse and is con- 
solidating West Coast stocking and 
shipping operations at Los Angeles. 
A complete inventory of Olin flash- 
lights and batteries, and General Elec- 
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tric miniature and automotive lamps 
will be carried at the Los Angeles 
warehouse. The address is c/o J. H. 
Coffman & Son, 2239 S. Yates Ave., 
Los Angeles 22, Cal. 


Floor rug line 


. . . has been introduced by Dayton 
Rubber Co. Two-piece rubber rugs 
for the front seat and one-piece utility 
rugs for the rear section are offered in 
eight colors. Consumer list price of the 
dual rugs is $6.95. The utility rug lists 
at $1.89. 


Tung-Sol Electric 


. .. has just issued a set of tables chart- 
ing the sales flows of automotive and 
flashlight lamps for the first six months 
of 1956. Along with the sales flow 
charts are Tung-Sol recommendations 
for lamp stocks. These are broken 
down into recommended stock for 
service stations under and over 10,000 
gal., for large warehouses, and for 
small warehouses. 

Tung-Sol points out the inevitable 
shift in demand from 6-volt to 12- 
volt lamps. The 12-volt volume is now 
30% of the total and steadily rising 
The company predicts 6-volt sales will 
drop appreciably during the next few 
years. A check on the movement of 
all 6-volt lamps will help hold obsoles- 
cence to a minimum. 


Continental Oil 


. .. has signed up with a second TBA 
supplier, Firestone, on a commission 
basis. Conoco first entered TBA mar- 
keting about five years ago with B. F. 
Goodrich as sole commission basis 
supplier. 


Ford Motor Co. 


... is circulating this cutaway view of 
the new type of disposable paper cart- 
ridge type of air cleaner that is original 
equipment on 1957 models. Size of the 
new filter is only 342” wide by 2%” 
high, thus making it possible to bring 
the hood line down a little bit more. 
Filter elements can be taken off and 
cleaned by tapping at 5,000 miles, but 
need to be replaced at 15,000 miles 
to avoid choking the air supply to the 
engine. 


Thermoid buys Voit 


. automotive hose division, in 
Thermoid’s latest expansion move. A 
Voit specialty is a new type of wire- 
inserted, flexible radiator hose. Ther- 
moid plans to continue and increase 
the production of this type of hose. 


Winter tread tires 


.. . Of all kinds reached a total of 20- 
million in use lest winter, according 
to a Rubber Manufacturers Assn. esti- 
mate based on a Crowell-Collier sur- 
vey. Winter tire use doubled in the 
period from the 1952-53 winter to the 
1955-56 season. RMA says there is a 
significant increase in winter tread 
use in the tier of states bordering on 
the snow belt, for travel on unpaved 
roads during the rainy season. 


Tubes for 14-in. sizes 


. . are available even though all the 
original equipment 14” tires are tube- 
less. The Robbins Tire & Rubber Co., 
Inc., of Tuscumbia, Ala., is marketing 
a line of 14” inner tubes in two sizes, 
to fit 7.50/8.00 x 14 and 8.50/9.00 
/9.50 x 14. 


New Dayton catalog 


. .. covers the Dayton lines of V-belts, 
radiator and heater hose, and rubber 
floor mats. A foreign car supplement 
section offers an alphabetical list of all 
foreign cars by make, model and year, 
with Dayton belts and curved, Dayflex 
and straight hose. A new section has 
been added covering field installation 
of belts for passenger car air condi- 
tioning units. 238 pages. 


Lamp merchandiser 


. . . designed by Westinghouse, is be- 
ing offered to dealers by Tidewater Oil 
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Co.’s western division. The merchan- 
diser consists of a tier of six plastic 
bins, swinging from a pivot at one end. 
Tidewater is offering them at $1 each 
with each $10 order for bulbs. 


Training course 


. in automotive electrical service 
has been launched by Electric Auto- 
Lite Co., as a field extension of its 
long-established Toledo school. Local 
schools will be conducted by distribu- 
tors of Auto-Lite parts, and there will 
be no tuition fee to service men taking 
the course. 


Personnel 


B. F. Morris is 
the new executive 
secretary of the 
Assn. of Ameri- 
can Battery Man- 
ufacturers, suc- 
ceeding V. L. 
Smithers, retired. 
During the time 
he was an execu- 
tive of the T. A. 

Ni ia Edison Co., Mor- 

Morris ris served as a di- 
rector of the battery association, and 
was four times elected president. He 
retired as Edison’s vice president in 
February, 1955. Coincident with the 
change in executive secretaries, the 
AABM headquarters has been moved 
from Akron to East Orange, N. J. 


a 
Walter D. Baldwin has been made 
executive assistant to G. R. Cuthbert- 
son, vice president and general man- 
ager of the tire division of US. 
Rubber Co. Baldwin, formerly direc- 
tor of manufacturers sales, will have 


sales manager for Mansfield Tire & 
Rubber Co., and assistant TBA man- 
ager of the Sun Oil Co. 


am 
J. W. Basista succeeds Eaves as 
assistant petroleum sales manager. 
Basista has been on the petroleum 
sales staff since 1950, following a 
series of field assignments in truck 
and bus tire sales. 


fe 
Ralph H. Harris has been made 


manager of the Los Angeles division 


of Dunlop Tire & Rubber Co. Harris 
came with Dunlop in 1953 as a sales- 
man in the Kansas City division. 
He was truck and bus salesman in 
the Southern region before moving 
to Los Angeles. 


a 
B. T. Kennedy has been made 
zone manager for Mississippi and 
Louisiana for Willard Storage Battery 
Co. He was previously in charge of 
heavy equipment sales for Cook & 
Son, Jackson, Miss., territory man- 
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give accessibility 


H-MASTER 


frame lifts 


to greater profits! 








mainte 
faster 


over-all responsibility for manufac- All under-car parts requiring 
turers and government sales, private 
brand tire sales, and tire engineering 
activities. His headquarters will be 
at the company’s tire plant in 


Detroit. 


nance are readily accessible .. 


service .. : 


. bigger profits 
Relaxed wheel suspensions for better 
a lubrication, exposed wheels for efficient 
e ’ ‘ tire 
Robert H. Eastman now heads the 
TBA department at Sun Oil Co., 
succeeding William M. Schmitt, re- 
cently advanced to assistant manager : to comfort and efficiency of service 
of motor products sales. Eastman 24 resi 
was formerly assistant TBA man- ik 
ager. 


and brake work .. . faster service 


. bigger profits! 


Proper working height, smooth floor add 





nm... faster service ... bigger profits! 


. 
Charles A, Eaves, Jr., is the new 
head of the Goodyear petroleum 


Write today for Bulletin No. 134-HL 


. four models to choose from! 


sales department, succeeding S. A. 
Gaylord, who has been assigned to 

special projects in conjunction with JOXt % THE JOYCE-CRIDLAND COMPANY 
the department. Eaves was previously 
assistant manager of petroleum sales, 
and before that was national accounts 


Ue. S28 DAYTON OHIO 
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ager for Goodyear, and assistant 
manager of the American Creosoting 
Co. His headquarters will be in 
Jackson, Miss. 


William F. 
Wrightenour has 
been named oper- 
ations manager 
for the tire divi- 
sion of United 
States Rubber Co. 
He will supervise 
business controls, 
field engineering 
and service, office 
management, 
sales production, Wrightenour 
coordination and training. In addition 
to his new responsibilities, he will 
continue to coordinate the manage- 
ment development activities of the 
tire division. 

a 

S. A. Orr is now assistant general 
sales manager for Delco batteries for 
United Motors Service division of 
General Motors. He was formerly 
replacement sales manager for the 
Packard Electric Division, and gen- 
eral merchandising manager for 
United Motors. 

T. L. Kendall has been named 
merchandising manager for Delco 
batteries. He was formerly director 
of battery engineering and battery 
replacement sales for the Delco-Remy 
division, with headquarters in Muncie, 
Ind. 

& 

Norris Graves, manager of the 
Kendall Refining Co. branch in Gow- 
anda, N. Y., was one of the prize- 
winners in a recent B. F. Goodrich 
tire sales contest. He made the highest 
percentage of tire sales quota in his 
western New York and Pennsylvania 
area. Prize was an all-expense-paid 
trip for Graves and his wife to 
Mexico by American Airlines. 


James R. Tully 
is the new head 
of the oil mar- 
keter sales divi- 
sion of the 
United States 
Rubber Co. He 
succeeds Herbert 
D. Smith, who 
has_ been _ pro- 
moted to director 
of sales for origi- 
nal equipment 
and is now located in Detroit. Tully 
was previously manager of petroleum 
TBA sales in the company’s tire di- 
vision, and was at one time merchan- 
dising manager of the Fisk Tire divi- 
sion. In other activities connected with 
the oil industry, he helped promote 
tire sales for Tidewater’s western divi- 
sion, and for Billups Petroleum Co. 


Tully 


Officials and supervisors of the 
Sing Oil Co., Fayetteville, N. C., 
held a joint TBA meeting recently 
with representatives of the Cooper 
Tire & Rubber Co., Findlay, Ohio. 
Pictured above are, left to right: M. 
C. Meditz, vice president of Sing 
Oil.; S. S. Canada, Charlotte branch 
manager for Cooper; and Fred Mit- 
chell, Cooper’s North Carolina rep- 
resentative. Sing Oil Co. markets 
through 75 service stations in N. 
Carolina, S. Carolina and Georgia. 
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SALES ENGINEERS 


To work with Oil and Chemical Companies and with our Jobbers. Must have Engineering 
degree or equivalent in education and experience. Our company is small enough so that 
you will have frequent contact with our executives yet large enough to give full 
opportunity to your abilities and earning power. 

Write or phone Roy W. Gronauer, Vice Pres., Sales, or Phone G. B. Richards, President. 


Phone: Kirby 1-5400 
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Haskell A. 
Cunningham has 
been named man- 
ager of Petrol- 
eum company 
tire sales at B. F. 
Goodrich Co. He 
succeeds Harry 
N. Roberts, who 
has gone to the 
Willard Storage 
Battery Co., 
Cleveland, Ohio, 
as assistant general sales manager. 
Cunningham joined BFG in 1948, af- 
ter prior experience in the tire busi- 
ness, as field representative in the 
Houston district. He has been a 
petroleum accounts supervisor since 
1952. 


eo 

Thomas J. Newton has been named 
director of private brand tire sales 
for the United States Rubber Co., 
and will make his headquarters at 
the Detroit tire plant. He was pre- 
viously product manager, director of 
field engineering and service, and 
administrative assistant to the vice 
president and general manager of the 
tire division. * 


NEW 
“UP FuOUy’ 


AIR VENT 


satomas soane OF Fime UNDE RwRITERS 

The LATEST, MOST Sag Ape MEANS oF venting 
ry - storage tanks is the Ne. 45 “Up 
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Vapors are projected rae § and dispersed ape we Thus 
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level. Practically aondetery, for modern tlen FiW 
filling method. 
Easy to install — no threads 
Maintenance-free, aluminum construction, 
won't rust, needs no painting 
Safe — vapors directed upward — mini- 
mizes accidents 
Single center screw assembles entire unit 
2 sizes — 1%” and 2” 
t mn — only slightly lorger 
pcm Desig ly stightly lorge 
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New Du Pont presentation will inform 
public on oil industry 


A clear, concise—yet highly dramatic—explanation of our American 
business system is packed in the small, lightweight briefcase pictured 
below. It’s a presentation kit with a story woven closely around oil 
industry products and activities. Tentatively, it has been named “A 





DU PONT VICE-PRESIDENT 





aan 


JOHN F. 
American Petroleum Institute and 

member of the Institute’s General Com- 
mittee, Division of Refining, was re- 


DALEY, a director of the 


cently appointed a vice-president of 
the Du Pont Company. 

Mr. Daley joined the Du Pont Com- 
pany in 1915 as a timekeeper in the ex- 
plosives plant at Carney’s Point. 

When made a vice-president he also 
became a member of the executive 
committee and director of Du Pont. 
Prior to holding these positions, Mr. 
Daley was general manager of the Or- 
ganic Chemicals Department, which 
includes the Petroleum Chemicals Di- 
vision. 

In 1940, Mr. Daley’s experience in 
explosives manufacture was made 
available to the government. During 
the war, he served as manager of the 
Indiana Ordnance Works and as depu- 
ty field director of ammunition plants, 
with jurisdiction over 55 government- 
owned plants. For this work, he was 
conel a commendation for excep- 
tional civilian service by the Secretary 
of War. 

He returned to Du Pont as director 
of pigments sales in 1944, later becom- 
ing general manager of the Pigments 
Department. He was appointed gen- 
eral manager of the Organic Chemicals 
Department in 1948. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 





‘Brief’ Case for Business.’ 


The theme of the story is that the customer actually makes the im- 
portant business decisions today. It also points up very clearly the 
interdependence of big and little businesses in filling customer needs. 


PETROLEUM PLAYS an important part in the production of all the items in this presenta- 
tion kit. And the entire kit fits compactly into the lightweight easy-to-carry briefcase. 


This public relations presentation — 
prepared by the Du Pont Petroleum 
Chemicals Division—shows how oil is 
truly the lifeblood of American indus- 
try. Yet its points are made in such a 
way that they are applicable to almost 
any segment of our economy. The 
audience appeal of this presentation is, 
therefore, exceedingly broad. 

“Magic Barrel” idea 
The new briefcase kit tells an oil in- 
dustry public relations story in much 
_ same way as the popular “Magic 


Barrel” has been doing so successfully 
for a number of years. 





The briefcase is not meant to replace 
the “Magic Barrel,” which will be con- 
tinued. Rather it is to supplement that 
program. It can be presented to groups 
who have already seen the Barrel, or 
where the Barrel is for some reason not 
feasible or appropriate. The new pres- 
entation has been streamlined, includ- 
ing fewer items than the Barrel. These 
items, however, have been carefully 
selected to tell the story forcefully. 


Low cost 


Another riage: of the briefcase is 
its low cost . . . only $50 including all 


the products ii in it. 
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New Presentation 


Within the oil industry, there are 
now about 1200 speakers trained to 
give the “Magic Barrel” presentation. 
These men and women can, with prac- 
tically no additional training, present 
the new program. And to acquaint 
them quickly with the new kit, we are 
supplying complete instructions as well 
as an easy-to-follow script. 


THE NEW petrochemicals presentation is easy 
to learn, easy to give, yet high in dramatic 
quality... 


H. C. THOMPSON, assistant promotion man- 
ager, demonstrates. 





Now available 

This new presentation is being spon- 
sored by the Oil Industry Information 
Committee. To order these kits, or for 
further information about them, just 
get in touch with one of our representa- 
tives at the nearest Du Pont Petroleum 
Chemicals Division office listed below. 

We will also be glad to train as pres- 
entation speakers—at no cost to at wana 
—any personnel who are not familiar 
with this type of public relations pro- 
gram. 








DuPont Estersil GT solves 
problem of “leaking greases” 


Crane and power shovel operators, 
among others, are reporting unusually 
satisfactory results from greases made 
with Du Pont Estersil GT (grease 
thickener). 

One contracting company, for ex- 
ample, wanted a grease which would 
not leak on hoist drum brake bands, 
particularly at high ambient tempera- 
tures. A number of different greases 
were tried with no success in solving 
the problem. 

The contractor’s petroleum supplier 
then suggested an estersil-based grease. 
This type of grease will not break down 
even under severe high-temperature, 
high-shear working conditions. 

The experiment was an outstanding 
success. The estersi] grease was used 
on three different crane hoists. In all 
cases, the leakage problem was com- 
pletely solved. 





Conversely, estersil greases also have 
properties that are the answer to many 
extremely low-temperature lubricating 
problems. Since wide temperature 
changes produce little change in their 
consistency, there is little danger of 
estersil greases losing their lubricating 
value in sub-zero temperatures, 


High water resistance 


In addition to outstanding thermal 
stability, estersil greases have “built-in” 
water repellency and superior mechani- 
cal and oxidation stability. They also 
have superior handling qualities and 
can be easily manufactured. 

Du Pont Estersil GT is now available 
in commercial quantities. Any of our 
representatives will be glad to give you 
samples and more complete informa- 
tion. Call the sales office nearest you. 








Film dramatizes oil industry expansion 





“It Never Rains Oil” is an animated 
color cartoon about a very serious sub- 
ject. 

It tells how percentage depletion 
helps to keep oil production ahead of 
the world’s mushrooming demand. You 
have probably seen the film and of 
course know the value of percentage 
depletion. 

However, the point of this sugges- 
tion is—shouldn’t more and still more 
people be informed on this important 
subject? 

Movie prints are still available for 
your use. In case you know of some 
other groups who should see it . . . new 
personnel employed over the past two 
years, for instance . . . write for the 


film. 





Planned and produced by the 
Du Pont Petroleum Chemicals Divi- 
sion, the film is sponsored and dis- 
tributed by the American Petroleum 
Institute, Independent Petroleum As- 
sociation of America, Mid-Continent 
Oil and Gas Association, Rocky Moun- 
tain Oil and Gas Association and West- 
ern Oil and Gas Association. 





Big and small 
businesses work together 


The tremendous amount of business 
generated by “big business” for “small 
business” is pointed up in a new survey 
by the Du Pont Company. It shows that 
small firms represent 90% of Du Pont’s 
75,000 customers and 30,000 suppliers. 
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Better Things for Better Living 
.-- through Chemistry 


E. 1. DU PONT DE NEMOURS & COMPANY (INC.) + PETROLEUM CHEMICALS DIVISION - WILMINGTON 98, DEL. 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 
CLEVELAND 15 — 25 Prospect Ave. 
HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 


RAndolph 6-8630 
SUperior 1-1363 
CApitol 5-1151 
MAdison 5-1691 
COlumbus 5-2342 


PHILADELPHIA 2 — 3 Penn Center Ploza 
PITTSBURGH 22 — Room 751, 1 Gateway Center 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 
TULSA 1 — P. O. Box 730, 1811 So. Baltimore Ave....... LUther 5-5578 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

MElrose 6977 


IN CANADA: Du Pont Company of Canada (1956) Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-646) 
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Why Fuel Economy Isn't Any Better 


Today's cars are pretty much like the 1936 models when 
it comes to miles per gallon. Few moforists are complaining 
right now—but when they do, you'll need these answers 


en AVERAGE MOTORIST today is 
getting about the same or fewer 
miles per gallon of gasoline than he 
_ did 20 years ago. 

Improved gasolines and more ef- 
ficient engines have the built-in poten- 
tial for better fuel mileage, but the 
average car owner isn’t getting it. 
Why? 

Mainly because he demands more 
comfort, convenience and performance 
from his car than he did 20 years ago. 
But he gets them at a sacrifice in miles 
per gallon. Increased traffic congestion 
also contributes to poorer mileage. Yet 
the thermal efficiency of engines has 
improved by about 20% in the last 20 
years. 

The average motorist hasn’t done 
much beefing about mileage. But an 
occasional driver looks at his monthly 
gasoline bill and concludes there’s a 
big leak somewhere in this modern 
efficiency package on wheels that he 
owns. Let’s see how much more ef- 
ficient today’s engines are and why 
that efficiency isn’t translated into 
more miles per gallon. 

Composition—A gallon of gasoline 
today has about the same number of 
Btu’s—114,000—it did 20 years ago. 
Part of the car’s fuel economy depends 
on how much of that available energy 
is converted to useful power by the 
engine. 

Twenty years ago, the thermal ef- 
ficiency of a 6:1, 110-hp engine, run- 
ning at a speed to simulate average 
driving conditions, was about 22.5%. 
That is, 25,600 Btu’s in every gallon 
were converted to useful energy. 

Today’s 9:1, 200-hp engine has a 
comparable thermal efficiency of about 
27% —converting 30,780 Btu's out of 
every gallon to useful service. 

So improved fuel quality (higher 
octane, better refined fuels) has en- 
abled the auto engineer to design an 
engine that utilizes 5,180 more Btu's 
out of every gallon. 

But the extra 90 horses in today’s 
200-hp engine eat more than the auto 
engineer has been able to save through 
improved engine efficiency. That’s one 
leak the motorist can plug oly by go- 
ing back to a 1936 vintage car and the 
driving habits of that day. 


There may be little consolation in 
the thought that today’s 200-hp engine 
operated at the 22.5% thermal ef- 
ficiency of 20 years ago would con- 
sume about 20% more fuel than it 
does today. 

Let’s see where all this horsepower 
goes and what the customer gets for 
feeding each of the 200 horses in his 
modern hypothetical 9:1 compression 
ratio car. 


Feeding the Engine 


First, this car doesn’t deliver 200 
horsepower at the wheels. It is rated 
for horsepower with no air cleaner, 
generator, engine fan or exhaust heat 
to intake manifold. Engine tests are 
run under ideal atmospheric condi- 
tions. Horsepower rating is the most 
power the engine can deliver under 
perfect conditions. 

Normal day-to-day variations in 
humidity and barometric pressure can 
cut engine output up to 10%. Because 
ideal atmospheric conditions are rare, 
about 20 hp should be deducted. A 
more realistic rating for the engine 
would be 180 hp. 

Now various engine accessories 
must be added to fully equip it for 
installation in the car. Each accessory 
uses horsepower, in about this fashion 
(computed at 4400 rpm) : 

Engine fan, 7; generator, 2; dual 
exhaust system, 12; air cleaner, 6; 
manifold heat, 2; automatic distribu- 
tor, 2; combustion chamber deposits, 
7. That’s 38 horsepower just to run 
the accessories. In one hour these non- 
productive horses will consume 0.82 
gal. of fuel. 

The customer now has 142 horses 
left, but the car hasn’t moved yet. It 
needs a transmission. 

Conservatively, at top engine speed 
of 4400 rpm an automatic transmis- 
sion will put out about 8 hp less than 
is put into it. But in one hour these 8 
horses consume 0.18 gal. of fuel. The 
transmission now is ready to deliver 
134 hp to the wheels. 

Tires, chassis resistance, wheel bear- 
ing, rear axle and driveshaft friction 


By HOLGER RIDDER 
NPN Automotive Editor 


January, 1957 + NATIONAL PETROLEUM NEWS 


and overcoming air resistance at top 
speed will take away another 30 hp, 
at a cost in fuel consumption of 0.66 
al. 

Total fuel consumption just to over- 
come forces resisting movement of the 
car and to run necessary accessories is 
about 1.66 gal. per hour. 

This leaves 104 hp to propel the 
car. This is ample, since it takes only 
about 30 hp to move the car 60 mph 
once the initial resistance is overcome. 


Feeding the Luxury Stable 


With little encouragement, the aver- 
age car owner adds power steering, 
power brakes, power windows. Of 
these, only power steering uses a 
measurable amount of horsepower— 
about one. The others are used inter- 
mittently and their power requirement 
is very small. 

Air conditioning compressors in a 
car will use about 9.5 hp. The air-con- 
ditioned car needs a larger engine fan, 
taking 4 extra horsepower. Total air 
conditioning power requirement is 13.5 
hp. 

That’s 14.5 hp devoted to the 
motorist’s comfort at a fuel cost of 
about 0.33 gal. an hour. 

Just to get the 1956 hypothetical car 
rolling has taken 110.5 hp consuming 
about 1.99 gal. an hour. The car still 
has 89.5 hp left to move it along the 
road. 


Driving-Condition Drag 


Full-throttle passings on the high- 
way eat up gasoline. Wayne University 
studies show a car cruising at 50 mph 
will get a little less than 18 miles to the 
gallon. When the throttle is opened 
wide to pass, the power jets cut in and 
miles per gallon drops to about 6. 
Even though each passing requires 
only a few seconds, enough of them 
in an hour’s time can cut gasoline 
mileage noticeably. 

Wayne University reports today’s 
car gives its best fuel economy at 
about 25 mph and may average about 
22 miles per gallon. 

Stop-and-go driving in the city con- 
tributes further to low gasoline mile- 
age. W. S. James, vice president of en- 
gineering, Fram Corp., says if a car 
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BRIGHTES? 


NEWS IN SERVICE STATION LIGHTING 


.. cuts lighting costs 30% 


Patent No. 167558 


NSW | APL SERIES 


WIDE ANGLE COVERAGE 


NEW 


YEARS-AHEAD DESIGN — The new APL means fewer units . . . 
SINGLE OR DOUBLE-WING vastly increased visability. Its unique 
angled feature sets your station distinc- 


INSSW tively apart. 


RAPID-START LAMPS (400- Pre-adjusted angle for maximum light- 
600 WATTS PER UNIT) ; ing efficiency means lower maintenance 


NEW and operating costs. P 


All aluminum, sealed-in light. Remov- 
NO-GLARE BRIGHTNESS able, snap-on plexiglas covers. 


INSW Furnished complete, ready for installa- 


t : spat : 
HINGED-POLE STYLING tion. Write for details — today! 


24 N. Wabash Ave. Chicago 2, Ill. Eleetrie Lighting Sates, ue. 


927 Gaiennies New Orleans 13, La. P. O. Box 1907 Stockton, California 


by Electric Lighting Sales, Inc. 











A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 


McGraw-Hill Publishing Company, Room 2710, 330 Wes? 
42nd St., New York 36, N. Y. 
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gets about 18 miles to a gallon at 
steady cruising, that mileage will drop 
fast as the number of stops increase. 
At five stops per mile, mileage drops 
to about 12.5; at 10 per mile it slips 
to less than 10; at 15 per mile the 
average is about 7, and at 20 stops 
per mile it is only about 6 miles to the 
gallon. 

In large cities 10 stops for traffic 
lights per mile is not uncommon. Each 
stop means the engine idles and uses 
fuel but no ground is covered. Idling 
alone consumes fuel at the rate of 
about one third of a gallon an hour. 
Jack-rabbit starts from traffic lights 
drop mileage to about 6 per gallon. A 
10-minute observation at any busy 
street intersection is enough to show 
that starts from traffic lights are not 
generally made with fuel economy in 
mind. 

Who Cares?—A look at today’s cars 
indicates the motorist still wants con- 
venience, comfort and performance. 
He may complain about this gasoline 
bill, but it is questionable if he is 
ready yet to give up all the accessories 
he loads on his car. Nor will he 
sacrifice the performance he’s used to. 

But one oil marketing man, noting 
that several 1957 model cars had in- 
creased their gasoline tank capacities, 
comments: 

“We are wondering to what extent 
these substantial increases in gasoline 
tank capacity may be a result of com- 
plaints that the mileage between gas 
stops was not long enough.” e 


More car makers climb on 
fuel injection bandwagon 


NEW STRAWS in the wind indicate 
that fuel injection may be available as 
options on several 1958 models. Latest 
sign: Rambler and Pontiac have joined 
Chevrolet in introducing fuel injec- 
tion for passenger cars. 

Rambler, which took the wraps off 
its new electronic system at the New 
York Auto Show last month, will make 
it optional on a 228-hp “Rebel,” which 
goes into production this spring. Pon- 
tiac is proceeding more slowly. It will 
make available—to its car dealers only 
—a special model with a fuel injection 
system similar to the one now offered 
as an option by Chevrolet. 

Meanwhile, Oldsmobile has an- 
nounced that it’s working on fuel in- 
jection, and other makers indicate they 
have similar projects going. Cadillac, 
reported to be ready to offer fuel in- 
jection on its 1957 Brougham, backed 
off at the last minute. bel 
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NOJC Secretaries 





Problem-Thrashing 


FAIR TRADING and jobber loans 
occupied the secretaries’ committee 
of the National Oil Jobbers Council, 
meeting a day before the annual NOJC 
session in Chicago. They’re against 
the former, and the latter is hard to 
get, they agreed. 

The secretaries meet semi-annually 
to thrash out the problems of running 
trade associations and to exchange in- 
formation with the object of sharpen- 
ing their individual organizations. 

They voted to stage a management 
conference for secretaries in conjunc- 
tion with the next NOJC meeting, in 
Washington, D. C. next June. The 
one-day session will be similar to a 
jobber management institute. 

Fair-Trading—Herb Hahn of Ne- 
braska questioned the value and ef- 
fectiveness of fair trading. He com- 
mented: “Speaking personally and for 
some of my people in Nebraska, we 
are scared to death of fair trade. 

“If we try to give fair trading a 
public interest aspect, we run the risk 
of having the industry declared a pub- 
lic utility,” said Hahn. 

Money, Money—Bill Heinz of South 
Carolina reported that some suppliers 
are giving more thought to ways of 
helping jobbers obtain loans for mar- 
keting expansion. 

The Small Business Administration, 
he said, turned down South Carolina’s 
request for help in establishing a job- 
ber loan fund of $1-million. A South 
Carolina bank was willing to put up 
10% if SBA could put up $900,000, 
but SBA explained that it handled 
only individual loans. 

Keith Edwards of Illinois added 
that SBA requires a bank to take 25% 
of loans. 

Selling an Intangible—Edwards told 
how he sells his association to prospec- 
tive members. He has prepared a book 
of photographs taken at meetings and 
printed matter describing benefits 
derived by members. By leafing 
through his book with a prospect, 
Edwards finds he can be more per- 
suasive. 

Most of the secretaries agreed that 
their principal membership problem 
was non-renewals that partially offset 
gains. 

Don Ward succeeded Keith Edwards 
as chairman of the secretaries com- 
mittee. Ward selected Dave Catterton 
of Virginia to serve as committee 
secretary. (For a profile sketch of 
Ward, see page 156.) # 
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WITH VIKING PUMPS 


When you install Vikings, there’s no wasted time 
with slow, uncertain priming . . . you start 
delivering in seconds. 


Delivery is then smooth and constant. There’s 


no spasmodic operation to cause damage to 
valves and meters. 


And to finish, you can strip a tank fast and 


completely with positive Viking Rotary Pumps. 


The efficiency of your Viking Pump installa- 


tion saves you space and money, too. You don’t 
need extra pumps, piping, valves, fittings, etc. 
Vikings are built to do the complete pumping 
job—not just part of it. 


Vikings are also built for many uses—to handle 


all liquids from LP-Gas to Bunker C oil. They 
He oo for pumping both thin and thick 
iquids. 


You'll find there are Vikings to fit your every 


need—21 sizes from 2/3 to 1050 gallons per 
minute; 750 cataloged models; and thousands of 
special designs. 


To start, send today for pump catalog 57Sr. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. in Canada, it's “ROTO-KING" pumps 
See our catalog in Sweets 





Tests May Legalize Hold-Open Nozzles 


Underwriters’ Laboratories seems ready to give an OK 
to automatic hold-open nozzles. That means more efficiency 
at stations, broader markets for equipment makers 


§ Bie DOOR seems to be opening for 
universal adoption of automatic 
shut-off nozzles with hold-open clips. 

Underwriters’ tests on new versions 
of the nozzle look promising, and 
there’s a good chance of a favorable 
report from Underwriters’ Labora- 
tories soon. Two nozzles are in the 
works (from Buckeye Iron & Brass 
Works and A. Y. MacDonald Mfg. 
Co.), and if nothing unforeseen oc- 
curs they'll be on the market in a 
month or two. 

Oil companies have never bought 
the nozzles because the clip-nozzle 
combination lacked UL approval. 
Dealers have used them anyway and 
an estimated 300,000 are in service. 

Fewer Men, More Service—Big ad- 
vantage of the hold-open latch is man- 
power saving. Enthusiasts claim a 
hold-open nozzle lets a single man 
give two-man service on every car. 
Some say that’s high, but one marketer 
thinks a four-man station might get 
by with three by using hold-open 
nozzles. 

So far oil companies haven’t paid 
much attention to the actual measure- 
ment of manpower saving. But an at- 
tendant does have a chance to get up 
front as soon as the nozzle is opened. 
When there’s action where he can see 
it, the average customer is more willing 
to wait for the full treatment. 

Better service in peak periods is 
the big benefit, says another marketing 
executive. While the tank is filling the 
attendant can check the oil and battery 
and clean the windshield. 

Oil companies are impressed by the 
fact that so many dealers have spent 
their own money to install hold-open 
nozzles. “We use automatic nozzles 
now wherever they are permitted,” 
says Allen Griswold, assistant general 
sales manager, Cities Service Oil Co., 
New York. “If a hold-open nozzle is 
approved, I think we'll probably adopt 
2" 

They're safer, too, adds another 
marketer. You can’t distract a me- 
chanical device, he points out, so 
there’s less danger of overflow. 

What’s the Market?—In one sense 
the total market is all of the 1,500,000 
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pumps the Gasoline Pump Manufac- 
turers Assn. says are now in use. These 
are in the hands of 374,000 outlets of 
all kinds, as reported by principal mar- 
keting companies in the 1956 NPN 
FACTBOOK. 

Of these the Census Bureau says 
there are 181,000 service stations 
whose principal business is gasoline. 
No one expects to put automatics in all 
the small, marginal outlets, or on 
many garage and parking lot pumps. 
Nor is there going to be any sudden 
replacement of the 300,000 latch-open 
combinations dealers have already in- 
stalled. 

One industry source estimates nozzle 
manufacturers may sell between 150,- 
000 and 200,000 of the new nozzles in 
1957. Ray O. Comp, sales manager of 
Buckeye Iron & Brass Works, says it 
might be done “ . if we can pro- 
duce that many.” That’s around $4- 
million worth at the retail level. 

While everything points to a strong 
demand for an approved hold-open 
nozzle, the switch will cost money. 
Manual nozzles list at about $10, while 
automatics, with clips, cost about $20. 
One guess is that the new ones will list 
between $20 and $25. 

Because the cost will be at least 
double, one marketer thinks his com- 
pany may equip only high gallonage 
outlets. They’ll let dealers decide in 
other cases. 

But most marketers think benefits 
outweigh cost. The old nozzles will 
disappear fast, one marketer says. 
With a new, approved automatic on 
the market, obsolescence will be added 
to the normal wear factor and will 
accelerate replacement, he believes. 

Assist From API—The oil industry 
has never been happy about the illegal 
status of hold-open devices. It has 
never seemed like good public policy 
to condone the use of an unapproved 
device. Also, oil men said in effect, 
if they’re good, why can’t we all buy 
them? 

To look for a cure, the American 
Petroleum Institute’s operations and 
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engineering committee, under the 
chairmanship of M. M. Beckes, opera- 
tions manager of Socony Mobil Oil 
Co., assigned a team to the problem. 

Requirements for official approval 
of a latch-open nozzle are written 
into National Fire Protection Assn. 
30-L, Sec. 503-02-1: The latch-open 
device must be an integral part of the 
assembly; shut-off must occur when 
the tank is filled, when the nozzle falls 
from the tank, when it gets any other 
rough usage, or if the car is driven 
away while the nozzle is in the tank. 

When nozzles to meet these tests 
failed to materialize, the API team 
helped iron out misunderstandings and 
confusion as to interpretation of the 
rules. It was agreed that each nozzle 
manufacturer who submitted a nozzle 
for test would also furnish Under- 
writers’ Laboratories with suitable test- 
ing equipment. 

It was also agreed that a nozzle ac- 
cidentally dropped from the filling 
neck of a car need not shut off until it 
strikes the ground. 

Filling 100,000 Tanks — It’s the 
practice at Underwriters’ to put 
nozzles for test through 100,000 opera- 
tion cycles. For leakage only, that’s 
comparatively simple, according to 
R. R. Perschbacher, senior projects 
engineer at UL. But to test shut-off 
ability you need 100,000 complete 
pumping cycles. That takes a lot long- 
er. It also calls for a special testing de- 
vice for each make of nozzle, as each 
employs a different principle. 

As a final step the test results will be 
submitted to the Underwriters’ Fire 
Council. That should be smooth sail- 
ling. As a fire hazard the present hold- 
open combinations have been prac- 
tically trouble-free. They’ve even been 
approved by the fire marshal of Ohio. 

The whole process should be wound 
up within the next two months. By 
long-standing custom, devices and 
equipment that pass UL tests qualify 
as complying with fire regulations in 
most jurisdictions. 

fechnically it won't legalize latch- 
open devices now in the field. But in 
effect it will give official recognition to 


(Continued on page 129) 
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(Story begins on page 128) 
the automatic way of filling a cus- 
tomer’s tank. 

Next move will be a revision of 


service station training manuals. The 
new ores will tell the dealer and his 
men what to do while the tank is 
being filled. 


What's New in Equipment .. . 





GM's 1957 trucks 


. in the light- and medium-duty 
sizes will boast increased horsepower 
and several new options. A new V-8 
engine with 206 horsepower (up 26 
over last year’s V-8) is available on 
light- and medium-duty trucks. GMC 
also offers two 6-cylinder engines, 
one 130- and the other 140-horse- 
power. Compression ratio of the new 
V-8 is 7.8:1. 

Optional air suspension models will 
be announced later by GMC. 

Among’ new features in 1957 
models is a four-wheel drive that can 
be converted to a two-wheel drive for 
open highway use by the shift of a 
single lever. This a factory-installed 
option in light duty trucks. 

GMC hydramatic transmissions will 
be optional on all models. In addition, 
a new Hydra-Matic will be introduced. 
This unit has low shift points which 
permit smoother shifts through all 
gears, thus assuring operation in 
fourth direct even in the city. GMC 
says this permits maximum perform- 
ance and greater economy in con- 
gested traffic. 

Another option on medium-duty 
trucks is an air-pack brake. Also 
available are safety braking valves 
for the air pack system as required 
by ICC, 

New power take-off gear box option 
is available for model 300’s. This 
permits use of this vehicle with the 
Hydra-Matic transmission in such 
operations as fuel oil delivery and use 
of hydraulic tailgate on dry cargo 
vans. 

The 150 models have parking brakes 
utilizing the rear axle brake shoes 


instead of the band-type through use 
of Spicer #60 rear axle. 

The new V-8 has an inverted design 
distributor featuring accessibility to 
the distributor for point opening 
adjustment while the engine is running. 


Filler faucets 


. are now made with a new valve, 
claimed to insure leak-proof perform- 
ance. Faucets feature smooth flow; 
long, no-drip spout and positive lever 
control. Milton Manufacturing Co., 
Inc., 1900 W. Hubbard St., Chicago 
22, Ill. 

Circle No. 1 on coupon, page 130 


New “T” light 


... iS an open type, rounded-end unit, 
designed for straight or davit pole 
mounting. Known as Series T-1000, 
new fixture is available with six or 
eight rapid-start or slimline lamps. 
Provision is made for mounting auxili- 
ary spot or floodlamps to the top of 
the aluminum box girder cover. Steber 
Manufacturing Co., Broadview, IIl. 


Circle No. 2 on coupon, page 130 


Remote reading gages 


. . are now available with cover and 
scale built with a downward incline 
for high installations, and with an 
upward incline for low installations. 
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Manufacturer claims convex face, giv- 
ing 180 deg. visibility, permits liquid 
level to be read at any point from 
which the gage can be seen. Jerguson 
Gage & Valve Co., 80 Fellsway, Som- 
erville 45, Mass. 


Circle No. 3 on coupon, page 130 


Commercial pump 


. . . for farm and fleet customers fea- 
tures a recessed dial, tilted at a slight 
upward angle for easy reading from 
the top of tractors or other vehicles, 
and lighted for easy reading from the 
ground. An on-off switch may be 
actuated by removing the nozzle from 
the pump front, permitting one-hand 
operation. Pump and motor are made 
in a single unit without gears, belts 
or pulleys, to reduce shaft wear and 
vibration. Dresser coupling eliminates 
alignment problems. Bennett Pump 
Division, John Wood Co., Muskegon, 
Mich. 


Circle No. 4. on coupon, page 130 


Key-control meter 


. . « permits self-service fuel with- 
drawals from bulk storage. Drivers 
may perform entire loading operation 
single-handed, through individual con- 
trol boxes with a key for each cus- 
tomer. Turning the key locks the key 
in place, starts the pump and connects 
individual counter with the meter. If 
desired, key-control boxes can be 
located at the gatepost so that yard 
gates or even doors can be opened as 
an integral part of the system. Gran- 
berg Corp., 1308 67th St., Oakland 
8, Calif. 

Circle No. 5 on coupon, page 130 


Bead loosener shoes 


. are specially designed to work 
on the new 14” rims as well as on 
conventional sizes. They are a slight 
modification of present loosener shoes 
on the D-D model Tireman changer. 
The new shoes, called the D-D change- 
over, are for sale at $8.95 per set of 
two, a price claimed by the manu- 
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facturer to be no more than produc- 
tion cost, so that present owners may 
adapt their tire changers for the 
smaller wheels. Jack P. Hennessy Co., 
Inc., 12 Depot Square, Englewood, 
N. J. 


Circle No. 6 on coupon 


Engine preheater 


. +. is Claimed to circulate warm water 
in the cooling system within 20 sec- 
onds. Installed by connecting to the 
block drain. Operates from any 115- 
volt AC-DC current supply. Standard 
model for passenger cars rated 850 
watts: Heavy duty model for trucks 
rated 1,300 watts. Suggested list prices 
$13.95 and $18.95 respectively, with 
price consideration afforded fleet oper- 
ators. Dept. KP, Phillips Manufactur- 
ing Co., Inc., 2816 Aldrich Ave. S., 
Minneapolis 8, Minn. 


Circle No. 7 on coupon 


Rotocycle line 


. . » Of crank-controlled liquid meters 
is said to have larger capacity, longer 
life, quiet operation and reduced main- 
tenance costs. By utilizing a control 
plate and control arms in place of 
gear arrangements, the new linkage 
cuts down the number of parts. 
Stronger control of vane positioning 
is claimed to result in an increase in 
capacity and life expectancy. Sim- 
plicity of measuring element parts in 
the new meters is said to make it 
easier to keep them in proper timing. 
Meter and Valve Division, Rockwell 
Manufacturing Co., 400 N. Lexington 
Ave., Pittsburgh 8, Pa. 


Circle No. 8 on coupon 


Barrel pump 


. is claimed to deliver exactly four 
ounces of product with each stroke. 
Fits %4” opening in all drums from 
15 to 65 gal. capacity. Made of 
chrome-plated steel, self-venting, with 
handle specially designed for easy 
locking. Multi-Meter Corp., Box 154, 
W. Toledo Station, Toledo 12, Ohio. 


Circle No. 20 on coupon 


Twin gasoline dispenser 


. . is the last of the new Smithway 
line consisting of eight models with 
the new integral top canopy. Like the 
preceding models, concealed lights in 
the Smithway Twin illuminate the 
eye-level dial face, as well as the 
front and rear of the dispenser and 
the island upon which the pump 
stands. Available for either remote or 
self-contained pumping systems. A. O. 
Smith Corp., Box 584, Milwaukee 1, 
Wis. 

Circle No. 9 on coupon 
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Pick-up conversion 


. . . to tow truck service can be ac- 
complished with a demountable unit, 
hand winch-operated, with 2-ton lift- 
ing capacity. Also converts to portable 
crane use by means of simple exten- 
sion boom. Manufacturer claims only 
two minutes are required to convert. 
H. S. Watson Co., 1316 67th St., 
Emeryville, Calif. 


Circle No. 10 on coupon 


New driving axle 


. . . Offers short transmission steps 
and high over-all gear reduction. 
Known as the TDA wide-range, 2- 
speed driving axle, it is available in 
2 to 1 and 2% to 1 ratio spreads. 
Timken Detroit Axle Division, Rock- 
well Spring and Axle Co., 100-400 
Clark Ave., Detroit 32, Mich. 


Circle No. 11 on coupon 


New safety valve 


. provides automatic cutoff for 
each dispenser in remote pumping 
systems. In case of fire, a fusible link 
melts at 160 deg. F, shutting off the 
flow of gasoline to the pedestal. Should 
a car on the station driveway knock 
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INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


417 Madison Ave., 
Indianapolis 4, Indiana 





INDIANA OIL EQUIPMENT CO. 








IOWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


Maver National OF OWT Ceulpme smstat Jeber Aoseclation 








TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 


ND ina 
TISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 6, MO. 
Baltimore |-3568 
Member National O11! Equipment Jobber Association 











NEW JERSEY 


SERVING. THE OIL INDUSTRY 


FOR 25 YEARS 


e OPW Valves and Fittings 

@ Marlow Pumps 

e Blackmer Pumps 

e Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 
Mclean Blvd erson N 


NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
STOCKS FOR IMMEDIATE DELIVERY 


Reels Pipe 6 & Fintings, Kellogs Air Compresor 
jt ste ite: Eco  pfiretiates 


Adamson Oi! St T 
Ever- me i 
heim & a, Farm m.. ~ 


VERN CLAPP 


(Big-thot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











NORTH CAROLINA 


Gashay Pues 


For every size consumer- 
commercial account. 
TURNER EQUIPMENT CO., INC. 
600 N. James Street 
Goldsboro, N. C. 





Equipment 


over the pedestal or shift it on its 
base, a shear plane connection severs 
at 200-ft.-lb. torque, closing the valve. 
Valve can be inspected or repaired 
without removal from the line. 
Milwaukee Valve Co., 2375 S. Burrell 
St., Milwaukee, Wisc. 


Circle No. 12 on coupon, page 130 


Air control device 


. . . is a combination air filter, regu- 
lator and lubricator for safer operation 
of air-driven wrenches, drills or other 
service station tools. Filter unit re- 
moves water and all foreign matter. 
Regulator adjusts inlet pressure down 
to desired level. Lubricator unit reg- 
ulates oil flow from a steady stream 
down to intermittent drops as needed. 
Sight feed permits user to see if oil 
is flowing in desired quantity. Trans- 
parent bowl holds half-pint, shows oil 
level at all times, and may be refilled 
without shutting off air flow. A. 
Schrader’s Son division of Scovill 
Manufacturing Co., Inc., 470 Vander- 
bilt Ave., Brooklyn 38, N. Y. 


Circle No. 13 on coupon, page 130 


Literature . 





New hose reel 

. for gasoline dispensing pumps is 
described in Bulletin 610R. The hose 
reel is said to retrieve greater lengths 
of cable with less force build-up than 
conventional spring-operated reels. 
Bulletin gives dimensions and operat- 
ing characteristics of the device, 
called the Spir’ator Retriever. Reel 
division, Hunter Spring Co., Lansdale, 
Pa. 


Circle No. 14 on coupon, page 130 


Motor bulletin 


. describes new Series 254-U all- 
weather motors. Chief features are: 
corrosion-resistant housing; new slot 
insulation; new type of ventilation; 
wide, sealed bearings with large lubri- 


January, 1957 + NATIONAL PETROLEUM NEWS 


OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 


Hose and ing Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Pa. 


Rutled Service Station Flood Lights 
Ges one te Valves G 


Granco Pumps & & Meters—Air 
Compressors 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 





WEST VIRGINIA 





SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Ve. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 














closes for advertising 
the first of each month 
for the next month’s issue. 


EPRESENTATIVES 
at McGraw-Hill Publishing Company offices 
TLANTA 
 H. Powell, 
Rhodes-Haverty Bidg., Walnut 5778 
BOSTON. 16 
dames 8. Dunn, 350 Park Square Bide. 
Hubbard 2-7160 
pes ay ag Bh 520 North Michigan Ave 
Hohaes 5800 . 


fs gg 
6, Somer. +1510 Hanna Bidg., 


ALLAS 2 
las C. heey Gordon 
Adolphus Tower Bidg., 


Dausias & Bililan, Gorden 
724 Prudential Bidg., Cocust 12m 
Los ANGELES 17 


. 1125 West Sixth St., 
Madison 6-9 

NEW YORK 36 
dames B. Dunn, 330 West 42nd St., 
Longacre 4-3000 


PHILADELPHIA 


Gare dete Artie 


SAN FRANCISCO 4 
William C. Woolston, 68 Past St., Douglas 2-4600 
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Equipment 


cant reservoirs; removable bearing 
caps; easy-access terminal box that 
rotates to meet service line; screens in 
shrouded openings to protect against 
falling liquids or damage-causing ob- 
jects. Robbins & Myers, Inc., motor 
division, Springfield, Ohio. 

Circle No. 15 on coupon, page 130 


GATX catalog 


. . . for 1957 contains diagrams and 
illustrations of Wiggins-type tanks for 
controlling evaporation loss due either 
to rapid storage turnover or to stand- 
ing loss. A section is also devoted to 
the six General American lease storage 
terminals at Carteret, N. J. (Port of 
New York); Chicago, Ill, Corpus 
Christi, Pasadena and Galena Park 
(Port of Houston), Tex., and Good 
Hope, La., (Port of New Orleans). 
General American Transportation 
Corp., 135 S. La Salle St., Chicago 
90, Til. 
RICHFIELD GEORGE SAVORY and his son, Alan, of the Savory Oil Circle No, 16 on coupon, page 130 
Distributor Company, Inc., Binghamton, N. Y., look over construction of 
Team their new bulk plant. They are typical of the many Father-and- Car wash catalog 


Son teams operating as Independent Richfield Distributors. . . . gives complete details of Choldun 


auto laundry equipment including car 
washer, car dryer and vacuum clean- 
e i its, for both pasenger cars and 

ee ‘ 55 ing units 3 
Investing $9 50.000 in the future trucks. Includes a discussion of car 
washing economics, labor and operat- 


says George Savory ing costs, typical service station in- 
stallations, and easy payment purchase 
plan. Choldun Manufacturing Corp., 


“My son, Alan, likes the oil busi- all the help and cooperation we 331 East St., New Haven, Conn. 

ness,” declares George Savory. get from the Richfield people, Circle No. 17 on coupon, page 130 
“That’s why we are investing in from the President down. And 
our continuing growth as an In-_ | know the business is going to ieiatia w tis baw 14” tine 
dependent Richfield Distributor. continue to grow and flourish etd stots an See didi taniabend 
Our considerable investment in under Alan when he takes over in special booklet. The booklet pre- 
this new pipe line terminal, office the reins. Being an Independent sents a step-by-step review of the 


ras ‘ aie recommended procedure for mounting 
and warehouse with its8 acresof Richfield Distributor has a great aan fame ‘i te an tn be 


land will provide for this growth present, a greater future!” rim styles that wili be standard on 


; i E this year’s cars. Big Four Industries, 
and a meryemielent wey tation for Are you looking to the future? Henderson Tire Changer division, 
many years to come. 


Look into all the advantages of ae Carthage Ave., Cincinnati 12, 
Ohio. 
Circle No. 18 on coupon, page 130 


Tire service tips 


“Alan is a strong believer inthe becoming an Independent Rich- 
future growth of ourcompany as_ field Distributor with a big 
a Richfield Distributorship. We ‘‘name” brand. Write, wire or Dock-loading hose line 
are both extremely pleased with phone us now! te: Weed tee Stinenas Mie 
trated data sheet. Includes technical 
information on construction, specifi- 
cations, and recommended uses. Data 
on fittings is also provided on a sepa- 


a 

g rate data sheet that describes the vari- 
ous types of couplings, including new 
i forged aluminum and new lightweight 
steel nipples and flanges. B. F. Good- 
OIL CORPORATION OF NEW YORK rik Indunrial Products Co.; Alron: 

579 FIFTH AVENUE, NEW YORK 17, N. Y. Ohio. 
Serving the Eastern Seaboard from Maine through Florida Circle No, 19 on coupon, page 130 
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C. W. Mohr is now oil equipment 
sales manager for the Milwaukee 
Valve Co. Before joining Milwaukee 
as a product engineer, Mohr was a 
sales engineer for Standard of Indiana. 
He had been an application and de- 
velopment engineer on centrifugal 
pumps for petroleum and process in- 
dustries at Allis Chalmers. 


Peter J. Wojtul, 
currently vice 
president in charge 
of sales for Con- 
tinental Can Co., 
will assume the 
position of vice 
president of the 
company’s Fibre 
Drum division, as 
of Jan. 1, 1957. 
He will make his 
headquarters at 
the Fibre Drum division offices at 
Van Wert, Ohio. 


Wojtul 


Elmer H. Lanthorn has been elected 
a vice president and director of sales 
for Blackmer Pump Co., Grand 
Rapids, Mich. Lanthorn joined the 
company in 1952 as general sales man- 
ager. He is a member of the Manu- 
facturers Liaison Committee of the 
National Assn. of Oil Equipment Job- 
bers; chairman of the Rotary Pump 
section of the Hydraulic Institute; 
member of the Sales Executive Club, 
the American Ordnance Assn., and 
the National Society of Naval Engi- 
neers. 

Virgil A. Brunson has also been 
elected a Blackmer vice president, and 
chief engineer. He has been associated 
with the company for the past 20 
years, and has served as project en- 
gineer, development engineer and 
chief engineer, prior to his present 
appointment. He is a member of the 
American Petroleum Institute, the 
American Ordnance Assn., and the 
National Society of Naval Engineers. 


John O. Clark has been named sales 
engineer in the West Central district 
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End cold weather damage 
to your Gas or Diesel Engines 


INSTALL 


DIM uceseare 


electric pre-heater 


KIM HOTSTART plugs into the electric 
circuit when engines are not in use. It 
draws cold water from the engine, 
heats it, then circulates it back through 
the engine. No need for heated ter- 
minals. Engines remain warmed-up; 
start quickly. You don’t use as much 
fuel and spend less on repair bills. 
Four KIM models are available. In- 
stallation is simple. See your automo- 
tive supplier or write for literature. 


QUICK, EASY STARTS 


ELIMINATES WARM-UP TIME 


REDUCES ENGINE WEAR 


KIM HOTSTART MANUFACTURING COMPANY 


West 917 Broadway, Spokane 1, Washington 





Sert ing the World’s Large ef Mark. tere 


Highest Quality Private Brand 


STORAGE 
BATTERIES 


\ 


Consistent High Quality for 38 Year 


es Strategica 


PRICE BATTERY CORPORATION 


HAMBURG, PA. 
ATLANTA, GA. - WAPAKONETA, 0. - WALTHAM, MASS 





Equipment 


for Automotive Service Sales, Bendix 
Products, South Bend, Ind. He will 
make his headquarters in Milwaukee, 
Wis. Clark was formerly associated 
with Electric Auto-Lite. 
we 

Harry O. Knechtel is now manager 
of sales operations for the Hewitt 
Rubber division, of Hewitt-Robins, 
Inc., Buffalo, N. Y. He succeeds 
Charles W. Mackett, who has ‘retired. 
Knechtel was previously assistant 


manager and manager of hose sales 
and development. 

Richard A. Clifford succeeds 
Knechtel. He started with the depart- 
ment in Buffalo in 1946 and was sub- 
sequently a field engineer in the 
Charleston, W. Va., district. 

= 

D. Paul Bailey is the new marketing 
manager of Iron Fireman Manufac- 
turing Co., Cleveland, Ohio. He was 
made assistant sales manager in 1953, 





The Fastest Growing JT" Light/ 


only COMPCO offers you... 


at fi / Vy J / ¢ ( 
/ y YLZE ae : / 
/ eee j 


vt FE. your 
new construction 
rot ele mu rilelek-lasipacieleys) 
program... 


@ All Weather Horizontal “T” Lights 


@ High Intensity 8.5. Fivorescent Flood Lights 





(O21 @)..', | a1 Ot @) CORPORATION 





and for the past year has been regional 
sales manager for the Ohio-Michigan 
area. 

e 


Jack Lawrence, for several years 
Pacific Coast manager for Gilbert & 
Barker, has resigned to go into the 
equipment business in Texas. A. C, 
Stone is his successor. 

a 
Carl E. Rowe 
has been made 
vice president and 
general manager 
of the Milwaukee 
Valve Co., as well 
as a director of 
the firm. He has 
been assistant 
general manager 
for the past few 
months, and was 
Rowe previously vice 
president in charge of manufacturing 
for Pressco Casting and Manufactur- 
ing Co. of Chesterton, Ind. For a 
time he also headed his own firm, 
Carl E. Rowe and Co., Inc., in Mil- 
waukee. 
a 
Howard R. 
Ewan has been 
elected vice presi- 
dent for manufac- 
turing and a 
member of the 
board of directors 
of William M. 
Wilson’s Sons, 
Inc., Lansdale, 
Pa. Ewan has 
been with Wil- 
son’s since 1942, 
and filled the post of plant manager 
prior to his present appointment. 
* 


Jack L. Green has been named 
sales representative for the Lunken- 
heimer Co., for the Houston, Texas, 
area. He succeeds Joseph A. Birk- 
head, who died last September. For 
the past 13 years, Green has covered 
the Rocky Mountain and Southwest- 
ern petroleum, power and other in- 
dustries for the Republic Supply Co., 
and the Western Oil Tool and Manu- 
facturing Co. 

*. 


J. W. Northcutt has been named 
assistant vice president of the Meter 
and Valve division, of the Rockwell 
Manufacturing Co. He was previously 
Southern regional sales manager. 

Jack H. Walters takes over North- 
cutt’s post as Southern regional sales 
manager, at Atlanta. He was previous- 
ly product manager for petroleum and 
industrial liquid meters. a 
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V. L. Brophy, Mgr. Mrket Development W. Turner Clack, Board Chairman C. J. Guzzo, Vice President 
Sinclair Refining Company H. Earl Clack, Inc. Gulf Oil Corporation — 
New York, New York Spokane, Washington Pittsburgh, Pennsylvania 


H. I. Holbrook, Supervisor of Retail L. R. Kamperman, Vice President C. Wylie Stalter 
Union Oil Company of California Leonard Refineries, Inc. Coastal Oil Company 
Los Angeles, California Alma, Michigan Savannah, Georgia 


THESE MEN tead non. 


They read it for NEWS OF OIL MARKETING. 


It's the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story .. . regularly? 


(Mational 
(Petroleum 


IMlews 


the McGraw-Hill Magazine of OIL MARKETING 
@® @ Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 





You Can’t Cover The 
Oil Marketing Market 
without NPN! 





* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 
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Markets and Prices 


Middle East Crisis Scrambles Markets 


EATING OIL prices moved higher 

over a broad front last month 
as the Middle East crisis continued to 
make itself felt in domestic markets, 
and measures to cope with the situa- 
tion began to crystallize. 

The international situation touched 
off a scramble for crude and products 
throughout the nation, including long 
and often unusual reachings. Domes- 
tic and foreign sales attributed to cris- 
is reportedly totaled “millions of bar- 
rels.” 

Impact: Heavy fuel price advances 
blanketed the nation. Light fuels also 
came in for advances at the Gulf, 
West Coast and portions of Midwest- 
ern market. 

Small coverage (11 cargoes) on Ar- 
gentina’s request for 81 cargoes of 
bunker oil, and payment of highest 
charter rate in history by Militaty Sea 
Transportation Service (USMC plus 
225%) for clean vessel, were other 
developments symptomatic of tight- 
ness in oil markets and tanker space. 

Meanwhile, the over-all gasoline 
picture also appeared a little less pre- 
carious last month. In fact, frowns in 
some quarters in the industry, caused 
by high stocks, were slowly turning to 
smiles as export demand for low oc- 
tane gasolines—a drug on the market 
for several months—began to take 
hold. 

Trading in these grades at the Gulf 
took the play away from top-octane 
material. Prices edged 0.25¢ to 
0.5¢ gal. higher as refiners became 
reluctant to offer at prices lower than 
those quoted for heating oils. Further 
strengthening in the West also was 
noted as California rack and tank car 
quotations moved 0.7¢ gal. higher. In 
parts of Midwest, however, prices slip- 
ped as much as 0.5¢ gal. 

Heavy fuels were by far the strong- 
est of products. Low cargo quotations 
at the Gulf came in for another 5¢ 
bbl. advance, following earlier in- 
creases totaling 25¢ bbl. At mid- 
month, No. 6 was quoted at $2.40 bbl. 

This price strength, coupled with 
rising tanker rates, found heavy fuels 
in tight supply in the East and quota- 
tions edged higher in latter part of 
November. In the Middle Atlantic 
States, price lists were raised 16¢ to 
17¢ for No. 4 fuel; 14¢ to 23¢ for 
No. 5 and 15¢ to 25¢ for No. 6 fuel. 
Increases were later extended to south- 
east when Kentucky Standard and 
other suppliers boosted postings 21¢ 
to 24¢ bbl. 


136 


On the West Coast, a 40¢ bbl. hike 
in heavy crude prices was reflected in 
schedules for heavy fuel. At San 
Pedro, bunker oil was quoted at $2.50 
for ships’ bunkers. In the Mid-Con- 
tinent area, heavy fuels increased in 
amounts ranging from 5¢ to 35¢ bbl. 
Group 3 quotations for No. 6 started 
upward from $2.25 bbl. following 20¢ 
bbl. advance. 

Light fuels also made a strong 
showing last month. Following ad- 
vance in crude on the West Coast, 
light fuel increases generally settled at 
0.5¢ gal., although rack postings in 
Los Angeles moved as much as 0.75¢ 
gal. higher. 

At the Gulf, No. 2 fuel was increas- 
ed another 0.25¢ with cargo quota- 
tions starting at 9.25¢ gal. Kerosine, 
diesel and gas oils also pointed higher. 
In the Midwest, there were opposing 
price developments. Light fuel prices 
were up 0.35¢ gal. in Chicago, while 
postings in Twin Cities area slipped 
0.125¢ to 0.25¢. 

On the domestic crude front, trade 
observers read advance rumblings of 
general crude increase into across- 
the-board advance of 15¢ bbl. by 
Southern Minerals Corp. in seven 
southwestern counties in Texas. In 
addition to West Coast heavy crude 
advance, sour crudes were raised 10 to 
20¢ bbl. in Wyoming by Ohio Oil Co. 

Gulf Coast—There was large un- 
filled demand for crude and distillates 
at the Gulf. But the hectic pace of 
earlier trading slackened somewhat, 
amid reports that some foreign buyers 
were relying on arrangements made 
under government-sponsored pro- 
grams to supply oil-short Europe. 

One oddity of Gulf market was in- 
creasing emphasis on low octane gaso- 
line. Some refiners, pushing tie-in 
deals which included gasoline as part 
of parcel, found themselves in position 
of being eager to swap high for low 
octane material on price differential 
basis. 

Price-wise, low octane gasoline was 
upped a total of 0.5¢ with smaller 
advances posted on 87-octane regular. 
Jet fuel moved 0.125¢ higher. Trading 
on premium fuel was slow. 

Light and heavy fuels continued in 
strong demand. “Premiums” of as 
much as 0.375¢ were bid for No. 2 
fuel. Bids of 25¢ bbl. over “low” 
failed to bring out offerings of bunker 
fuel. 

Atlantic Coast—Premium bids on 
both light and heavy fuels showed up, 
spurred by far-reaching effect of 


Middle East crisis and rising tanker 
costs, which exerted upward pressure 
on prices. 

Following heavy fuel advances 
along Eastern Seaboard, tank car and 
barge quotations on No. 6 fuel at New 
York -harbor rose 25¢ to $3.08 and 
$3.05 bbl., respectively. Low sulfur 
material was priced 30¢ bbl. higher, 
at $3.30 in barge lots. 

Sales involving No. 2 fuel at 0.25¢ 
premium reportedly were closed and 
premium bids on No. 6 oil were said 
to be all over the lot, ranging as high 
as 25¢ bbl. 

Mid-Continent—Heavy fuel contin- 
ued to be most active product with 
buyers from both the Gulf and north- 
ern states seeking supplies. 

Distillate fuel prices firmed up con- 
siderably. Weather, however, was 
warmer than expected, holding back 
winter demand. 

Middle East situation put a brake on 
sliding gasoline market, and discounts 
held at about same level, ranging up to 
“0.75¢ off Group 3.” Gasoline demand 
was unusually good in some areas due 
to mild weather. 

Midwest—Gasoline and heating oil 
prices moved in opposite directions in 
the Midwest. Strike at Pure Oil’s Le- 
mont, Ill., refinery and light loading of 
barges on Mississippi had tightening 
effect on supplies. 

Several successive price increases 
brought range lows for distillates in 
Chicago District to 10.6¢ for No. 2 
and 11.6¢ for No. 1 by mid-month. 
Low sulfur No. 6 fuel quotations were 
up to 8.55-8.65¢, with high sulfur 
quoted upward for 8.3¢ in Chicago. 

Oversupply at primary level and 
warmer than normal temperatures 
brought reduction in distillate prices in 
Twin Cities. 

Western Penna.—Advance of 0.25¢ 
in white crude scale wax to 6.25¢ Ib. 
and sporadic increases on light fuels— 
both moves prompted by tight sup- 
plies—topped developments last 
month. 

Demand for base lubricating oils— 
both domestic and foreign—remained 
active. Among larger of trades was 
sale of 150,000 gal. of bright for ex- 
port. Large foreign tenders came from 
Yugoslavia, Italy and India, but not all 
bids found coverage. 

Supply-wise, cylinder oil was tight- 
est item and although bright stock 
and neutral oils were said to be avail- 
able, these grades remained tight at 
some refineries. Petrolatum market 
was strong. we 
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Market Barometer 





CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE 


KEROSINE 


NO. 2 


30 GRAV. LOW COLD 
36 GRAV. MID-CONT. CRUDE 


48 S50 52 54 JFMAMJJASOND JFMAMJJASOND 
YEAR 1956 1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE 
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YEAR 1956 YEAR 1956 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuell—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuell—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 


MOTOR GASOLINE 
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15. 4-16.65 
15 5.15 
13. an 13.9(7) 
13.4 13.4 


15.65 15.65 15.65 
15.15 15,15 15.15 
13.9 13.9 13.9 
13.4 13.4 13.4 


(2)14.125-14.25(3)x 14.125-14.5(2) x14.125-14.5(2) (3)14.25-14.5(2) 
(2)12.375-12.5(3)x  12.375-12.75 —_x12.375-12.75(2) (3)12.5-12.75(2) 


15.6-16.6 15.6-16.6 15.6-16.6 15.6-16.6 
13.6(2) 13.6(2) 13.6(2) 13.6(2) 


17.7(2) 17.7(2) 17.7(2) 17.7(2) 
15.2(2) 15.2(2) 15.2(2) 15. 2(2) 


16.7 16.7 16.7 16.7 
13.2 13.2 13.2 13.2 


15.7-17.3 15.7-17.3 15.7-17.3 15,7-17.3 
15.05 


. 15.05 15.05 15.05 
13.7(2) 13.7(2) 13.7(2) 13.7(2) 
13.55 13.55 13.55 13.55 


15. 45-15. 55 
15.05 
13.7-13.8 
13.3 


15. 45-15. 55 


15. 45-15.55 
15.05 le 
13,7-13.8 
13.3 


eee 
13.7-13.8 
13.3 


5.05 
13.7-13.8 
13.3 


17.2-17. 17.2-17.3 17.2-17.3 


7.3 17.2-17.3 
13.7-14.8 13.7-14.8 13.7-14.8 


13.7-14.1 


ge 05-16. 65 
7 3 13 .9(5) 


15.05-16.65 


15.05-16.65 
15.15 15.15 
13.3-13.9(5) 
13.4 


15.05-16.65 
1 15.15 
13, 1-13.9(5) 
13.4 


13.3-13.9(5) 
13.4 





OTOR GASOLINE 
Dee. 10 Dec. 3 Nov. 26 


15,2 15.2 15.2 


15.05-16.9 15.05-16.9 15.05-16.9 
13.3-13.9(4) 13,3-13.9(4) 13.3-13.9(4) 


14.95-16.55 
15.05 

13, 2-13. 8(5) 
13.3 


15.05-16.9 
13.3-13.9(4) 
14. 95-16.55 
5.05 


14.95-16.55 
15. 15 
13.2-13.8(5) 
13.3 


14.95-16.55 
-05 1 
13.2-13.8(5) 
13.3 


5.05 
13.2-13.8(5) 
13.3 


14.02-16.35 
13. 36-13. 65 
12.52-13.2 
12.27-12.3 


14.02-16.35 
13.35-13.65 
12,52-13.2 
12.27-12.3 


14.02--16.35 
13.35-13.65 
12,52-13.2 
12.27-12.3 


14.02-16.35 
13.35-13.65 
12.52-13.2 
12,27-12.3 


1325-15 13.25-15 13.25-15 13.25-15 
(6)11.75-12(2) (6) 11.75-12(2)  (6)11.75-12(2) (6) 11.75-12(2) 
60 a Mi & below 10,75-11.125 10.75-11.125 10.75-11.125 = 10,75-11.125 
— Group 3 (Northern shpt.) 
96 oct prem...... (4)13.25-14.5  (4)13.25-14.5 
(6)11.5-11,75(2) (6)11.6-11.75(2) 
10. 5-11 10.5-11 


4)13.25-14.5  (4)18.25-14.5 
11.5-11.75(2) (6)11.5-11.75(2) 
10.5-11 10.5-11 
13.75-15.3 
13.75-14.58 
12-13,25% 
12-13 
12-12.5 
10. 75-12. 5x 


shpt.) 
13.75-15.3 13.75-15.3 13.75-15.3 


13.75-14.55 13.75-14.55 18.75-14.55 
ana (2)12.25-13.25 x(2)12.25-13.25 
oo 12-13 12-13 


84 oct reg 5-12.5 
60 oct. i & below 10. 75-19. 5 


W. Tex. (Tex. & New Mex. shpt.) 
14.875 14.875 14.875 14,875 
ae. 125 ~ ‘treed - liaaeed _— 
1 1 
Sy 25-12.75 12.25-12.75 12.25-12.75 12.25-12.75 
2.25(2) 12.25(2) 12,.25(2) 12.26(2) 
60 oct. M & below ait, 5-12.25 = (2)11.5-12.25 = (2)11.5-12.25 = (2) 11. 5-12. 25x 
E. Tex. (Truck 


12-12.5 12-12.5 
10.875-12.5 x10.875-12.5 


transport lots) 
@)14-14.25(2) (3)14-14, 25 (3)14-14.25 cmie-14. 25 
2-12.5 12-12.5 12-12.5 2-12.5 
12-12.75 12-12.75 iia Hy 
12-12.5 12-12.5 
(2)11.25-11.5(2) (2)11.25-11.5(2) qn itae 1.502) 


14.875 14.875 


oct. reg 
60 oct. M& below 12.25 
Ark. (For shpt. to Ark. & La.) 
oct 13.25 


destinations only) 
(8)13.5-13.75(2) (4)13.5-13.75 (4)13.5-13.75 '4)13.5-13.75 
6 cy = 2x see .75-11.875 oni <" ne ( — 
96 
60 4 Mi & below (2)10.76-11. wd (2)10.75-11.125 (ato: Ten. 125 eit Ton. 125 
Western Penna. Bradford-Warren 
14.75 14.75 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 13,5-14.7 


14.5-15 14.5-15 14,5-15 
13-13.5 13-13.5 13-13.5 


15.4 15.4 15.4 
13.65 — 13.65 


14.5 14.5 


x15-15.25(5) 15.25(6) 15.25(6) 
x13-13.5(5) 13.5(6) 18. 


15.1(7 x15. 1(7)x '6)14.6-14.9 pis. be ; 
8 nit (His. 6-18 8 
" x13.1 6)12.6-12.9 ty He H 


ni is is 
x14, 1(6)x 13.6(5, 13.665, 
x13.1(6)x 12.66 12.6(6) 
a k Truck (400 om : pon 
0 oe ret 19.4 19.4 19.4 
Hy oct Pe 18. ‘ 16.4 16.4 16.4 
San hentne Diatet: 
: 19.9 19.9 19.9 
16.9 16.9 16.9 








Refinery and terminal Prices herewith are _fenrotveed from Platt’s Oilgram 
Price Service, a daily ion 

Prices shown in PB ei and terminal ‘ae oe ites prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
pet = | operators, for current sales and shipments, except as otherwise 
specifie 

Following types of prices are not for “open spot” transactions and 
therefore are not incluc ed in price tables: Prices arrived at by discounts 
off a specified price; “‘market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 
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or truck and pe lots, are = poo ee hin ge BF in cen gallon, 
t wax ani tums here dollar olla sign, 
is ot per barrel ‘w re Uz OG Bends and F Prices do not Md 


is shown, in dol 
taxes or inspection fees tenn 

Prices are for crude ‘oil pad products lawfully produced and frantpacted; 
reported as received by O ilgram and National Petroteum News 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
export agents or to large tanker terminal rators. 

Gasoline octane ratings are by ASTM women Method and are minimum 
ratings, except where letter “‘M”’ is used to indicate the octane rating is by 
ASTM Motor Method. 

Parenthetical figures indicate number of companies Lynd when two or 
more quoted the price shown. Letter “X”’ indi price 
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DISTILLATES & FUELS 
Gulf Coast Cargoes Dec. 17 Dec. 10 Dec. 3 Nov. 26 
ag w.w. kero. . (2)9.75-10(4) (4)9.75-10(2) x(4)9. 75-10(2) 9.5-10(2) 
(3)9.25-9.75x — (7)9.25-9.5 x(7)9.25-9.5 (2)9-9.5 
at Dy gasoil.. x9.625-9.875x (3)9.5-0.75 x(3)9.5-9.75x 9. 25-9. 5(3) 
48-52 d.i. gas oil... x9.5-9.625(4)x (4)9.375-0.5 x(4)9.375-9.5x x9.25-9.375(4) 
43-47 di. gas oil.. x9.375-9.5(3)x (3)9.25-9.375 x(3)9.25-9.375x x9.125-9.25(3) 
Bunker C fuel.... $2. 40-2.80 x$2. 40-2. 80 $2.35-2.80 $2. 35-2. 80x 
Bunker C fuel, 
max 1% sulfur. x$2.60-2.75x $2.55 $2.55 $2.55 


11.7(10) 11.7(10) 11.7(10) 11.7(10) 
11.1(11) 11. 1(11) 11, 1(11) 11, 1(11) 


11.5(5) 11.5(5) 11.5(5) 11.5(5) 
$4.36-4.45 $4.36-4.45 $4.36-4.45 $4.36-4.45 


$3.28(2) $3.28(2) $3. 28(2) 


11.5(8) 11.5(8) 11.5(8) 11.5(8) 
11.25(6) 11.25(6) 
10.9(12) 10.9(12) 

10.65(7) 10. 65(7) 10. 65(7) 


11.3(4) 11.3(4) 11.3(4) 
$3. 86(2) $3. 86(2) $3. 86(2) 
3. 80 $3.80 3.80 

$3. 63(2) $3 .63(2) $3 .63(2) 
$3. 57(2) $3. 57(2) $3. 57(2) 


$3 .08(5)e $3. 08(5)e $3.08(5)e 
$3.05(5) $3.05(5) $3 .05(5) 


$4.60(4) $4. 60(4) $4.60(4) 


$4. 48(3) $4. 48(3) $4. 48(3) 
Bunker C, bunkers $3. 05(4) $3.05(4) $3.05(4) $3 .05(4) 


Baton nom La. 
Kerosine/No. |... 10.3 10.3 10.3 10.3 
No. 2 fuel 7 9.75 9.75 9.75 
Diesel oil. shore 

plants 0 10.1 10.1 10.1 
No. 5 fuel. ‘ x$3.01 2.91 $2.91 


No. 6 fuel, no sulf. 
$2.48 x$2.48 2.38 $2.38 
$2.45 x$2.45 $2.35 2.35 
$4.03(2) $4.03(2) $4.03(2) $4.03(2) 
$3.77 $3.77 $3.77 $3.77 
BunkerC, bunkers $2. 45(2) x$2.45(2) $2.35(2) $2.35(2) 
11.6(16) 11.6(16) 11.6(16) 11.6(16) 
11(16 11(16) 11(16) 11(16) 


11.4(4) 11.4(4) 11.4(4) 11.4(4) 
$3. 80(5)e $3. 80(5)e $3. 80(5)e $3.80(5)c¢ 


$3.11(5)d $3.11(5)d $3.11(5)d $3.11(5)d 
$3. 08(5) $3.08(5) $3 .08(5) $3.08(5) 


nkers $4. 64(3) $4.64(3) $4.64(3) $4.64(3) 
BunkerC,bunkers $3.08(6) $3..08(6) $3.08(6) $3.08(6) 


Buffalo, N. Y. 
Kerosine(a)..... . 12,55(5) 12. 55(5) 12.56(5) 12. 55(5) 
(a). ... , 12. 45(3) 12. 45(3) 
No. 2 fuel(a)..... F 12. 05(5) 12.05(5) 
5 4 25 11.25 
3(2 3(2) 10.3(2) x10. .3(2) 
(a) Prion of some ecllers to bulk enlaaill consumers are 0. ‘be higher than prices shown. 


11.3(6) 11.3(6) 11.3(6) 11.3(6) 
AT 10.9(6) 10. 9(6) 10.9(6) 
11(3) 11(3) 11(3) 


$2.99(2) $2.99(2) $2.99(2) $2.99(2) 
$2.96(3) $2.96(3) $2. 96(3) $2.96(3) 


inkers. . $4. 47(2) $4.47(2) $4. 47(2) $4.47(2) 
Bunker C, bunkers 2: 96(4) $2. 96(4) $2. 96(4) $2.96(4) 


Chicago, tll. 
R oil/No. 1... (7)11.6-11,.85 (7)11.6-11.85x = x(7)11.5-12.2 (711. 25-12.2 
No. 2 fuel (8)10.6-10.85 (8)10.6-10.85x x(8)10.6-11.1 (8)10.25-11.1 
or pies 1, lo 
9.6 x9.6 9.25 x9.25 
(3)9. 55-9. 85(2) x(3)9.55-9.85(2)x (3)0.2-0.5(2) — x(4)9.2-9.5(2)x 
(2)8.55-8.65  %(2)8.55-8.65x (2)8.25-8.35  x(2)8.25-8.35x 
(3)8.3-8.6(2) x(3)8.5-8.6(2)x — (3)8-8..3(2) x(4)8~8.3(2)x 


10.6 10.6* x10.6* 
9.95* 9.95* x9.95* 


$2.4 $2.48 
$2. 15-2 60x $2.45 ro 45 
$2. 45-2. 60x $2.45 


2.55-12.7 12.55-12. . 55-12 
aie -B8-12.7  (2)12.. 85-12. : But 55-12. : 
ll ta 7 GBI Bt 7 


8. 95(3)x Hi ea) 8.6(2) Hi 
(c)Some oieatines quote $3.75 bbl. to resellers only. (d)One supplier quotes $3.06 to 


(e)Some suppliers quote $3.18 to consumers. 
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sae eg ag Dee. 17 Lg 10 rat 75x 05a) 
erosine/No. 1. . 10.5-10.75 . we ; 
vay 9 9. 5-10x (2)9.5-9.75 


Hr H ’ 9.5-9.75 9.5-9.75 
9-9.5 9-9.5 


9.5-10 x9. 5-10x 99.75 


'x(5)$2.53-2.75  (2)$2.43-2.75  (2)$2.43-2.75 x(2)$2.43-2 re 
x$2.45-2.65x  (2)$2.40-2.45(4) (2)$2.40-2.45(4) x(2)$2.40-2.45(4 


x$2.68 $2.53 $2.53 $2.53 
x$2.65 $2.50 $2.50 $2.50 


(3)$4.03-4.24 (4)$4.03-4.24 (4)$4.03-4.24 (4)$4.03-4 24x 
Heavy Diesel 


bunkers....... $3.82(5) $3. 82(5) $3. 82(5) $3.82(5) 
Bunker C,bunkers $2.45-2.65x x(5)$2.45-2.60  (3)$2.40-2.60 x(3)$2. 40-2. 60x 


Light Diesel, 


Jacksonville, Fla. 

Kerosine/No. 1... 12.2(10) 12.2(10) 12.2(10) 2.2(10) 
11.2(8) 11.2(8) -2(8) 
11.2(5) 11.2(5) .2) 


$2.95(6) $2 .95(6) x$2.95(6) 
$2.92(6) $2. 92(6) x$2.92(6) 


nkers $4.704(5) $4.704(5) $4.704(5) $4.704(5) 
BunkerC, bunkers $2.92(6) 2. 92(6) $2.92(6) x$2.92(6) 


Miam!, Fla. 
Kerosine/No. 1. 12.2 12.2 12.2 
Diesel = shore 

11.4(3) 11. 4(3) 11.4(3) 


$2.89 $2.89 $2.89 
$2. 86(2) $2. 86(2) $2. 86(2) 


$4.704(4) $4.704(4) $4.70(4) 


$4.704(4) 
2.63-2.86(2)  $2.63-2.86(2) $2. 63-2.86(2) 


BunkerC,bunkers $2.63-2.86(2) 


Mpls-St. Paul, Minn. 
Range oil No. 1.. (4)10.875-12.3 (3)10.875-12.3 (2)10.875-12.3 10.875-12.3 
1 «ee« (4)10,25-11.5 (3)10.25-11.5 (3)10.25-11.5 (3)10.25-11.5 


9.4(4) 9.4(4) 9.4(4) 
8.7(4) 8.7(4) 8.7(4) 


11.4(4) 11.4(4) 11.4(4) 11.4(4) 
10.5(2) 10.5(2) 10.5(2) 10. 5(2) 
$: 
$2. 
$4.284(2) $4. 284(2) $4.284(2) 
Bunker C, bunkers x$2. $2.45 $2.45 
New Haven, Conn. 
11.5(9) 11.5(9) 11.5(9) 11.5(9) 
10.9(11) 10.9(11) 10.9(11) 10.9(11) 
11.3(4) 11.3(4) 11.3(4) 11.3(4) 
97 $3.97 $3.97 $3.27 
$3. 10(3) $3. 10(3) $3. 10(3) $3. 10(3) 
$3.07(2) $3.07(2) $3.07(2) $3.07(2) 


nkers $4.62 $4.62 $4.62 $4.62 
BunkerC,bunkers $3.07 $3.07 $3 07 $3.07 


New Orleans, La. 
oy = ag lee 10.3(4) 10. 3(4) 10.3(4) 10.3(4) 
fuel 9. 9.75(3) 9.75(3) 9.75(3) 


10. 1(3) 10. 1(3) 10. 1(3) 
x$3.04 $2.94 $2.94 
x$2.53(2)x $2. 43(2) $2. 43(2) 
x$2.50(2)x $2. 40(2) $2. 40(2) 

$4.03(4) $4.03(4) $4.03(4) $4.03(4) 


bunkers. $3. 82(3) $3.82(3) $3. 82(3) $3. 82(3) 
BunkerC, bunkers $2.50(3) x$2.50(3)x $2. 40(3) $2. 40(3) 


New York Harbor 
11.5(22) 11.5(22) 1.5(22) 11. 5(22) 
11.25(21) 11.25(21) it 25(21) 11.25(21) 
10. 9(19) 10.9(19) 10. 9(19) 10.9(19) 
10. 65(21) 10.65(21) 10.65(21) 10.65(21) 


11.3(6) 11.3(6) 11.3(6) 11.3(6) 
(12)$3.83-4.30 (12)$3.83-4.30 (12)$3.83-4.30 (12)$3.83-4.30 
(12)$3.80-4.20 (12)$3.80-4.20 (12)$3.80-4.20 vo 80-4. 20 

$3.53 $3.53 $3. $3.53 
$3.50 $3.50 $3.50 $3.50 


$3. 08(16) $3.08(16) $3.08(16) 
$3 .05(16) $3.05(16) $3.05(16) 


$3. 33(2) $3.33(2) $3.33(2) 
$3.30 $3.30 $3.30 


$4. 60(4) $4. 60(4) $4. 60(4) 


$4. 48(4) $4. 48(4) $4. 48(4) 
$3.06(11) $3.05(11) $3.05(11) 


$3.05(16) 


Bunker C, bisnikeray 3: ‘an 
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$4.60(4) 
$4. 48(3) 


BunkerC,bunkers $3.01(6) 
Pensacola, Fla. 


Kerosine/No. 1 . 


11.4(4) 


$3.25(4) 


$4. 48(4) 


bunkers 
Bunker C,bunkers $3.05(9) 


Pt. E 


12.2(4) 
11.2(4) 


11.2(4) 


$2. 89(3) 
$2. 86(4) 


$4.704(4) 
$2. 86(4) 


11.7(9) 
11.1(9) 


11.5(3) 
$3.11(3) 
$3.08(2) 
$3.08 

11.6(9) 

11(9) 

11.4(3) 
$3. 80(4) 


$3 .09(4) 


nkers 
Bunker C, bunkers 3 0603) 


*Price correct for Nov. 16 also. 


12.2(7) 
il. 


-704(5) 


Base. bunkers Hy 96(5) 


11, sc) 
10.9(7) 


11.3(5) 


$3 .07(3) 
$3.01(4) 


$4.60(4) 


$4. 48(3) 
$3.01(6) 


11.4(4) 
10.5(4) 


10.5(2) 
11.5(9) 


10 65(7) 

11.3(6) 
$3.98(4) 
$3 .68(5) 


$3.08(10) 
$3 .05(10) 


$3. 28(5) 
$3.25(4) 


$4.60(4) 


$4. 48(4) 
$3 .05(9) 


12.2(4) 
11.2(4) 


11.2(4) 


$2. 89(3) 
$2. 86(4) 


$4.704(4) 
$2. 86(4) 


11.7(9) 
11.1(9) 


11. 5(3) 
$3. 11(3) 
$3 .08(2) 
$3.08 

11.6(9) 

11(9) 


11. 4(8) 
$3. 80(4) 


$3.09(4) 
$3 .06(4) 


$3.34-3.39 
$3.31 


$4.64 
$3.06(3) 


12.2(7) 
11.2(7) 
11.2(5) 
$3.49 
$2.99(6) 
$2.96(6) 


$4. 704(5) 
$2. 96(5) 


Dec. 3 

11.5(7) 
10.9(7) 
11,36) 


$3.07(3) 
$3.01(4) 


$4.60(4) 


$4. 48(3) 
$3.01(6) 


11.4(4) 
10.5(4) 


10.5(2) 
ll. rte, 


10.65(7) 

11.3(6) 
$3.98(4) 
$3 .68(5) 


$3.08(10) 
$3.05(10) 


$3.28(5) 
$3.25(4) 


$4.60(4) 
$4. coh 
$3.05(9 


11.204 
11,2(4) 


$2. 89(3) 
$2. 86(4) 


$4.704(4) 
$2. 86(4) 


Tey 


11.7(9) 
11.1(9) 


11.5(3) 
$3.11(3) 


$3.08(2) 
$3.08 


11. 6(9) 
11(9) 


11.4(3) 
$3. 80(4) 


$3.09(4) 
$3.06(4) 


$3.34-3.39 
$3.13 
$4.64 
$3.06(3) 
12.2(7) 
11.2(7) 
11.2(5) 
$3.49 
$2.99/6) 
$2.96(6) 


$4.704(5) 


$2.96(5) 


Nov. 

ll. ic) 
10.9(7) 
11.3(5) 


$3.07(3) 
$3.01(4) 


$4.60(4) 


$4. 48(3) 
$3.01(6) 


11.4(4) 
10.5(4) 


10.5(2) 
11.5(9) 
11.25(7) 
10.9(9) 
10.65(7) 
11.3(6) 
$3.98(4) 
$3.68(5) 


$3.08(10) 
$3.05(10) 


$3. 28(5)x 
$3. 25(4)x 


$4.60(4) 


$4.48(4) 
$3.05(9) 


12.2(4) 
11.2(4) 


11.2(4) 


$2. 89(3) 
x$2. 86(4) 


$4.704(4) 
x$2.86(4) 


11.7(9) 
11.1(9) 


11.5(3) 
$3. 11(3) 


$3 .08(2) 
$3.08 


11.6(9) 
11(9) 


11.4(3) 
$3.80(4) 


$3.09(4) 
$3 .06(4) 


x$3.34-3.39° 

x$3.31° 
$4.64 
$3.06(3) 
+a 
11.2(7 
11.2(5) 

x$3.49 

x$2. 996) 


x$2. 96(6) 


$4.704(5) 
x$2.96(5) 





DISTILLATES & FUELS 
7 Dec. 10 Dec. Nov. 26 


12.1(9) 12.1(9) 12.1(9) 
11,1(7) 11.1(7) 11.17) 


11.1(6) 11.1(6) 11.1(6) 


$2.82(4) $2.82(4) x$2. 82(4) 
$2. 80(5) $2. 80(5) x$2.80(5) 


$4.662(5) $4. 662(5) 


$4. 662(5) 
$2. 80(5) x$2.80(5) 


bunkers 
Bunker C, bunkers $2. 80(5) 
Toledo, Ohio 


12.2 12.2 12.2 
11.65 11.65 11.65 
11.95-12.65 11.95-12.65 11,95-12.65 
10.95-11.65 10.95-11.65 10.95~-11.65 


x9. 35-9. 6(2) 9-9.6(2) (2)9-9. 6x 
x8. 35-8 . 85(2) 8-8. 85(2) 8-8. 85(2)x 


Kerosine/No. 1.. 11.3(7) 11.37) 11.3¢7) 11.3(7) 
10.9(7) 10.9(7) 10. 9(7) 10. 9(7) 
Diesel oil, shore 
| 11(3) 11(3) 11(3) 
$3.77 $3.77 $3.77 
$4. 47(3) $4. 47(3) 


$4. 47(3) $4. 47(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero. . 
58 & abv. di. 


(3)10,125-10.625 (4)10,125-10.625 (4)10.125-10.625 (4)10.125-10.625 


9.5-10 9.5-10.5 9.5-10.5 9.5-10.5 
a8. 7-0. 375 = (3)9.76-10.375 a 9.75-10.375 (3)9.75-10.375 
) (4)9.125-9.5(2) .125-9.5(2)  (4)9.125-9.6(2) 
2 402 55x $2.25-2. 45x ay 25-2.40x x(2)$2.25-2.35x 


Okla. Group 3 (Northern shpt.) 
42-44 w.w. kero. . (3)10-10.5x (3)10-10.25(5) (3) 10-10.25(5) (3) 10-10. 25(5) 
& abv. di. 


x9.75-10.25 9.625-10.25 9. 625-10. 25 9.635-10.25 
x(3)9.625-10.125(2) 9.5-10.125 7 4-10.125 9.5-10. ” 
)9~-9 .5(2) 8.875-0.5 875-9.5 8. 875-9. 
x$2.35-2.50(2)x (2)$2.25-2.45x ot ) 25-2.40x x$2.15-2. ssa 
N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero... 9.2-10.5 
58 & abv. di. 


9.2-10.375 
x$2.35-2. 40x 
W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w.kero.. 9.75-10.75 
os above d.i. 


9.2-10.5x 


9-10.375 
x$2.25(2) 


9.2-10.5 9.2-10.5 


9.2-10.375 x9. 2-10.375 
$2.25(2) $2.25(2) 


9.75-10.75 9.75-10.75 9.75-10.75 


10 
9.75-10.25 
9.125-9.5 

x$2. 26-2. 35x 


10 10 
9.75-10.25 9.75-10.25 
9. 125-9.5 9 125-9.5 
$2.35(2) x$2.35(2) 


. "1-10. 25 


E. Tex. (Truck transport lots) 
42-44 w.w. kero. . (2)9.5-0.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 


58 & ab 
8.75-9.75 —- 8.75-9.75 olaigwt 


9 
No. 6 fuel (2)$2.25-2.35(2) (3)$2.25-2.35 x(3)$2.25-2.35x x$2.05-2.25(2) 


Cent. W. Tex. (Truck transport lots) 
42-44 w.w.kero.. 9.5 
68 & abv. di. 
Diesel 
No. 6 fuel 
Kans. (For Kans. destinations only) 
42-44 w. ean (4)10,25-10.5 (4) 10, 25-10.5 


58 & abv. 
0(2) 9.875-10(2) 9.875-10(2) 


Diesel....... 9. 875-10(2) 
i ‘ se — vee = — ie faa sas oy tm 
0. . 


No. 5fuel....... $2.7 93.082 2.70 
No. 6 fuel $2:35-2. 40 x83. 25-2. 40 xeea. 0-2. 40 $2. 15-2.40x 


(4)10,25-10.5 (4)10.25-10.5 














ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bidg. 
TEXAS | se Nal TEXAS 
finery 


Highest Quality 
Petroleum Products 
e Gasoline 

e Kerosene 

e Diesel Fuel 
Heating Oils 
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DISTILLATES & FUELS DISTILLATES & FUELS 
Dec. 17 Dee. 10 Dec. 3 , Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Ark. (For shpt. to Ark. & La.) 
42-44.~.w.kero.. 10.25 10.25 ; - — 13.2(2) 13.2(2) x13.2(2) 12.7-13.2 


10.25 10.25 
$3. 15(2) $3. 15(2) x$3. 15(2) 


9.375 

: ; $2.65-2.98 x$2. 65-2. 98x x$2.60-2.65x 
9.75 . Tank Truck (400 gals. or more): 
9.375 ’ 40-43 w.w. kero..  18.5(2) 18.5(2) x18. 5(2) 18-18. 5x 
$2.90 82.90 
$2.70 PS .2¢ 15.2(2) x15.2(2) 14.7-15.2x 
$2.55 Diesel 
13.7(2) x13. 7(2) 13.2-13.7x 


: cific Coast 
(3)12-12.05 — «(3)12-12.05 11.75-12.05  x11.75-12.05 Ships’ bunkers, or deep tank lots. 
1 ; 1. i 5 iI. 
! 75(2) 11.75(2) 75(2) 75(2) San Pedro, Calif. 


11. 11.5 1.5 
uel (3)11.25-11.3 = (3)11.25-11.3 (aytt 25-11.3 (a)it. ‘Bs 11.3 Diesel—PS 200... $5.04(5) $5 .04(5) x$5.04(5) $4. 83-5. 04(4)x 
36-40 gravity fuel 10.75(2) 10.75(2) 10.75(2) 10.75(2) BunkerC—PS400 $2.50(5) $2. 50(5) $2. 50(5) x$2.50(d) 


ou cit San Francisco, Calif. 

Kerosine . 12.4-12.5 12.5 x12.4-12.5x oe, 2a 5.250 a > a 
Kovedae...-..-- 12.4-18. 2.41 13.413 unker C—PS400 $2.55(4) $2. 55(4) $2. 55(4) x$2.55(4) 

No. 1 fuel 11.852) 11. 85(2) x11 .85(2) Seattle, Wash. 

No. 2 fuel 11.25>11.5(2) 11.25-11.5(2)  x11.26-11.5(2) Diesel—PS 200... $5.50(4) $5.50(4) x$5.50(4) $5.25-5.50(3)x 
Pitt 


Bunker C—PS400 $2..90(4) 2. 90(4) $2.90(4) x$2.90(4) 
sburgh: Portland, Ore. 
Kerosine . Serocee (3)12. 65-12 y (3)12 55-12.9 (3)12.55-12.9 x(3)12 55-12. 9x Diesel—PS 200. $5 50(4) $5. 50(4) x$5 50(4) $5 =< 50(3)x 
eetane Diesel. 11. 8-12.2 11.8-12.2 11.8-12.2 11.8-12.2 + mane : e -y 
eae tea +3 BBCa) uid 88) BunkerC—PS400 $2.90(4) $2.90(4) $2.90(4) x$2.90 
No. 2 fuel....... (2)11.8-11,85(2) (2)11.8-11.85(2) (2)11.8-11.85(2) x(2)11.8-11.85(2) Mexico 
36-40 gravity fuel 11.5 11.5 11.5 11.5 Ships’ bunkers; U. 8. dollars per bbi. of 159 liters. 
Guaymas 
Centra! Michigan 1 aa e $6.45 
13. 6-13 . 13.6-13.8 13.6-13.8 13.6-13.8 Bunker C. 3. $3.55 
13.1 13.1 13.1 
36 13.6 13.6 13.6 i 
12. 1-12.6 12. 1-12.6 12. 1-12.6 12. 1-12.6 F . $5.73 
ot a0 58- 9 2-0.55 02 9 202) Satta ain 
‘x 10. ix 9. 2- x 9.2(2) 9.2¢ 
x(2)8. 8-0. Ix 8. 45-8. 8x 8. 45(2) 8.45(2) : : $4.40 
Qhio— Quotations of 8. 0, Ohio for delivery to Ohio point, a.6 
ine 


13.1 
12, H A 12.9 ee le $5.73 
11.9 . 11.9 Bunker C F $3.55 





4 
1 
& 


2 
ha 
1. 
1. 


x$6.45 
x$3.55 


x$5.73 
x$3.55 


se ns 
RS 


3 &8S &3 


x$4.40 
$2.45 


«$5.73 
x$3.55 


Se Ss 


. $4.40 
Bunker C....... $2.45 


x10.5-11.5 10.5~-11.5 x10.5-11.5x x9. 5-10. 7(2)x Veracruz 
Bunker C 


x$2.50 $2.45 $2.45 $2.45 
9.5-10.75 9.5-10.75 x9. 5-10. 75x 9-10.3x At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 
. ? e : consumers are 0.15¢ higher than prices shown. 


«$4.40 
$2.45 


te 


ne 
— 
> 


$3. 10(2) $3. 10(2) x$3. 10(2) (2)$2.65-3 . 10x 


(4)$2.55-2.95  (4)$2.55-2.95 x(4)$2.55-2.95 $2. 15-2.05x NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
40-43 w.w. Shee. 14.5(2) 14.5(2) x14.5(2) 14-14. 5x tinent manufacturing district. 
10-14. 2(2) 10-14.2(2) -x10-14.2(2) x9. 5-14.2 FOB Group 3 mF seat ons on aut 
: : Ey £2 eae 
9.5-12.7(2) _ 9.8-12.7(2)_x(2)0.5-12.7(2) -9-12.7 Grade 26-70. ... .4.5-6 (Quotations GS-5 (Quotations)4.5-5 (Q sata 


FOB Breckenridge, Tex. 
$3. 10(3) $3. 10(3) x$3. 10(3) $2. 65-3. 10(2)x Grade 26-70 4 (Quotations) 4 (Quotations) 4 (Quotati 4(Q 


(4)$2.55-2.95  (4)$2.55-2.95 x(4)$2.55-2.95 $2. 15-2.95x 


Tank Truck (400 gals. or more): Prod . . 
40-43 =e: kero. . 18(2) x18(2) 17.5-18x er ee a Dee. 10 Dec. 3 Nov. 26 








Propane: 
14.7(2) 14.7(2) x14.7@2) 14.2-14.7% New York Harbor 9.55-9.8 9.55-9.8 9.55-0.8 9.55-9.8 
8. 
13.2/2) 13.2(2) x13.2(2) 12. 7-13.2x cledo. £30) Ht a + ad ~ 
5-5.25 3.5.25 5-5.25 $5.25 


(10) 5(10 5(10) 5(10) 
41-43 w.w. hee. 15(2) 15(2) x15(2) 14.5-15x Baton Ronee, | La. 5 onan 378(8) A 5.375(3) 


Shreveport, La. 5( 25(3 ‘ 5.25(3) 
14.7(2) 14.7(2) x14.7(2) 14.2-14.7x New Orleans, La. 5.375(3) 5.375(3) 5.375(3) 5.375(3) 


HARTOL 


PETROLEUM CORPORATION 








30 £. 40 St.; N.Y.C. EV 8-4100 








INDEPENDENT 
MARKETERS 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 
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Refinery and Terminal Prices 





LUBRICATING OILS 


Westen Puan. Dec. 17 Dec. 10 Dec. 3 Nov. 26 Dee. 17 Dec. 10 Dee. 3 Nov. 26 
ins Cylinder Stocks 
Viscous Neutrals—No. 3 col. Vis at 70 F. eo ~ 
a“ ive green..... 
TO pt 5 suey si 7a)” nies, 27(2) 27(2) 27(2) Gulf Boast_—Sotvent ee Refined Oils her Mid-Continent 3 crude; FOB ship at Gulf 
15 ot bovees eves 26(2) 26(2) 26(2) 26(2) for export. 
25(5) 25(5) 25(5) —_— vis. at 210° 
25(2) 25(2) 25(2) 0-10 pt, 95 vi. 25(5) 25(5) 25(5) 25(5) 
24(2) 24(2) 24(2) Neutral Oils—Vis. at — 96 v.i.; 0-10 e 3 
23(4) 23(4) 23(4) 100 vis.......... 21( 5) 21(5) 21(5) 21(5) 
ae 21.5(5) 21.5(5) 21.5(5) 21.5(5) 
300 vie.......... 22. 





















+ egg car Pale ee % 

s.r. filterable. 20.5(4) 20.5(4) 20. 5(4) 20.5(4) wy es 0.1 

a 21.5(4) 21.5(4) 21.5(4) 21.5(4) 13.25(5) 13.25(5) 13. 25(5) 13. 25(5) 

600 flash........ (4)23-24 (4)23-24 (4)23-24 (4)23-24 7 

630 flash........ (2)24-25 (3)24-25 (3)24-25 (3)24-25 14.75(5) 14.75(5) 14.75(5) 14.75(5) 

Mid-Continent gal 

ene basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 15.25(5) 15. 25(5) 15.25(5) 15. 26(6) . j 
_— 15.75(5) 15.75(5) 15.75(5) 15.75(5) 

Bright Stock— Conventional 

200 vis. D, 16(5) 16(5) 16(5) 16(5) 





























21 21 21 21 13.25(5) 13. 25(5) 13, 25(5) 13. 25(5) 
Bright Stock—Solvent 
tas- 108 vis., 14.75(5) 14, 75(5) 14.75(5) 14.75(5) 
Op.p., 95 v.i. (4)24-25 (4)24-25 (4)24-25 (4)24-25 
15.25(6 
Neutrul Oils—Conventional—Pale Oils mipeies _—! saieens sg 
“> S. 5.75(5) 15.75(5 15.75(5) 15.75(5) 
mY col.,.... 14.25 14.25 14.25 14.25 ee “ » 
vis. = - 16(5 16 
wee z= 14.5 14.5 14.5 14.5 — _ ve : 
vis. No. 3col. 16.75 16.75 16.75 16.75 , : 16.5(5 16.5(5 
io ve. Ne ol 7 " 16.5(5) 16.5(5) (5) (5) 
vis. No.3 col. —17.25(2) 17.25(2) 17.25(2) 17. 3 2 765 17(5) 
250 vis. No.3 col. 17.5 17.5 17.5 ’ 17.5 = _ mits om 
280 vis. No.3 col. 17.75 17.75 17.75 17.75 AVIATION GASOLINE 
300 vis. No.3 col. 18 18 18 18 Dec. 17 Dec. 10 Dec. 3 Nov. 26 











Gulf Coast Cargoes 
Rha -oess (2)19. 5-20. “5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) Grade 115/145 18.5-19. 25x 18.5 18.5 18.5 
200-210 vi WB... Se (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) Grade 110/130... 1 17 17 17 
8, eR ase (2)20.25-21.25(2) (2)20.25-21.25(2) °(2)20.25-21.25(2) (2)20.25-21.25(2) Grade 91/96..... 16. 15.5 15.5 15.5 





27 7 Vis. 100° F., FOB 8. Tex. refineries for domestic and/or export sh'pment. 


16.5(5) 
17(5) 





LUBRICATING OILS 






























22 .5(5) 22.5(5) 22.5(5) 
(3)23.5-24(2) — (3)23.5-24(2) —-(3)23. 5-24(2) 
























16. 5(5) 16. 5(5) 16.5(5) 
17(5) 17(5) 17(5) 

















































AUTOMATIC MECHANICAL 
FLOW CONTROL FOR PUMPS 





NEW 
Flow-Actuated 
Control 
Unit 








e@ Easy To Install @ Trouble Free Operation @ Maintenance Is Negligible 


The Flow-Actuated Control is a simple, posi- output, the Flow-Actuated Control Unit will 
tive method of controlling one, two, three or start the second pump. As the first and second 
more pumps supplying a liquid product, pumps reach their full capacity output, the 
third pump will be started. This can be con- 
tinued for any number of pumps until the 
desired capacity output is reached. As valves 
are closed and the demand for product de- 
creases, the Flow-Actuated Control] Unit will 
shut off the pumps corresponding to the de- 
creased demand. This process of the syn- 
chronization of capacity and demand is fol- 
lowed automatically from ''No Demand" to 
Before the first pump reaches its full capacity “Full Demand.” 


FLOW-ACTUATED CONTROL CO., INC. 


101 West Palisade Ave., Englewood, N. J. ENglewood 4-1418 


Pumps are automatically started and stopped 
as the requirements of flow are increased or 
decreased. 


The operation of pumps controlled by the 
Flow-Actuated Control is a mechanical means 
of obtaining predetermined rates of flow 
automatically. 
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This Is Your 
Market Place! 





Write today for Advertising 
Space Rates 






NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 


























































































DEEP ROCK OIL COMPANY 


at 





AVIATION GASOLINE 
(MIL-F-5572) 
Dec, 17 Dec. 10 Dec. 3 


R 19 
17.6 17. 
17.1 17. 


19.2 19. 
17.7 17 
17.2 17.2 
19 19 


17.5 17. 
17 17 


18 18 
16.5 16 
16 16 


18 18 
16.5 16.8 
16 16 


19. 1(2) 19. 1(2) 19. 19. 142) 
17.6(2) 17.6(2) 17. 17.6(2) 
17. 1(2) 17. 1(2) 17. 17, 1(2) 


Grade 100/130... F 19. 19 
. ’ 17. 

Grade 80 17. 17. 17. 

Toledo, Ohio 

Grade 100/130... i , 18. 

Grade 17.3! 


Grade = ; 17. 


PARAFFIN WAX 


Dec. 17 Dec. 10 Dec. } Nov. 26 
Western Penna. (t.c. in bulk) 
124-6 AMP white 
crude scale... . 6.25(3) 6.25(3) x6. 25(3) 
Atlantic Seaboard 


Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 
FOB refinery; scale in or bbls.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons. 


(2)6-6. 25x 


Dec. 17 Dec. 10 
New York Domestic 


124-30 white crude 
scale - 8:6) 8. 6(3) 
9.05(4) 9.05(4) 
135-145. ........ 9.05(4) 
149-151 10.55 


New York Export 
124-30 white crude 


ecale 

Fully Refined 

ali 3 9.05(4) 
135-145. ........ 9.05(4) 


7.35(3) 





ORDER NOW 





NAPHTHAS & SOLVENTS 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Baltimore, Md. 
Mineral spirits. . 16.5(4) 16. 5(4) 16.5(4) 16.5(4) 


Boston, Mass. 


18.5(4) 18. 5(4) 18. 5(4) 18.5(4) 
as 17. 5(5) 17.5(5) 17.5(5) * 17.565) 
New York Harbor 
Vv, M. & P. 
18/4) 18(4) 18(4) 18(4) 


naphtha....... 
Mineral spirits. . . 17(5) 17(5) 17(5) 17(5) 


17.5(4) 17.5(4) 17.5(4) 17.5¢4) 
16. 5(5) 16. 5(5) 16. 5(5) 16. 5(5) 


19.5 19.5 19.5 19.5 
17. 5(5) 17.5(5) 17.5(5) 17.5(5) 


12.375¢4) 
12.875(3) 


12. 875(4) 


12.375(4) 
12. 875(3) 


12.375(4) « 
12. 875(3) 


' . 12.875(4) 12.875(4) 
Mineral spirits... 1! 875¢4) 11. 875(4) 11. 875(4) 11.875(4) 
Rubber solvent... 12_875(14) 12 875(4) 12 875(4) 12. 875(4) 
Lacquer diluent. . (2)13.125-13.375 (2)13.125-13.375 (213.125-13.375 (2)13.125-13.375 
Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125~14.625 
Western Penna. 
Oil City: 
Stoddard so!vent 17 17 
Pitt : 
Stodd solvent. 17(3) 17(3) 17(3) 
Ohio—Quotations of 3. O. Ohio for delivery to Ohio points. 
V. M. & P. 

naphtha....... 18 18 
Mineral spirits. . . 1 17 
Stoddard solvent . 17 17 
Rubber solvent... . 15.875 15.875 


12, 875(4) 





JET FUEL 
(MIL -F-5624) 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Gulf Coast Cargoes 


Grade JP-4 9.125-9.75x ™ 9.125-9.25(2) 9.125-9.25(2) —_ x9.125-9.25(2) 





PETROLATUMS 
Dec. 17 Dec. 10 Dec. 3 Nov. 26 
Western Penna. 
Bbls.; carloads; tank cars, 2.25c less 
Snow wh (3)8.375-8.5  (3)8.375-8.5 
hi 84 8(4) 


(3)7. 875-8 
7. 375-7 .5(3) 


(3)8.375-8.5 (3). 375-8.5 
8(4) 8(4) 

(3)7. 875-8 (3)7. 875-8 
7.375-7.5(3) —7.375-7.5(3) 
(3)6. 5-6. 625 (3)6.5-6.625 (3)6.5-6. 625 
(3)6. 5-6. 625 (3)6.5-6.625 (396 5-6. 625 
(3)6.25-6.375 — (3)6.25-6.375 (3)6.25-6.375 
6-6.25 6-6. 252 6-6.25 
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COMPLETE—Petroleum Prices! Facts! 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Platt’s Oll PRICE HANDBOOK provides finger-tip information 
for busy oil executives . . . marketers . . . buyers . . . sellers . . . 
company and association statisticians . . . research analysts . . . 
accountants . . . in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 
business library. 


Platt’s OlL PRICE HANDBOOK contains all the vital oil price 
information for the year of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
any oil price or any oil price change merely by turning to the 
appropriate conveniently die-cut marginal index . . . the low 
and high for any given day, the lows and the highs monthly 
ond yearly averages for any given petroleum product. 


More complete than any of the 31 previous editions, with a 
new and improved type style, the new Platt’s Oll PRICE HAND- 
BOOK sells at $20.00 per copy. It comes to you in a durable 
and attractive cover, case bound. This edition is printed in a 
limited quantity, so rush your order for your copy today! 


Send your order with payment to 
Reader Service Department 


National Petroleum News 
330 W. 42nd Street, New York 36, New York 








Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, include where levied are indicated in footnotes. Discounts if any, are shown 
inspection fees, amounts of which may be obtained RA writing to in footnotes. These prices in effect December 15, 1956, as posted by 
NPN. Gasoline taxes, shown in separate column include 3¢ federal principal marketing companies at their headquarters’ offices, but 
and state taxes; also city and county taxes as indicated in footnotes. subject to later correction. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 





*Mobilfuel *Mobilheat 


*Mobil Kerosine Diesel (No. 2 Fuel) 
T.C. Yard T.W._ T.C. T.W. T.C, Yard T.W. 
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New Haven ... 
Bangor, Me. ... 
Portland 

Boston, Mass. . 
Concord, N.H. . 
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i 1. ert, $08 11.4 
Burlington, Vt. 3. 13.1 nage 12.9 
Rutland 13.3 


*Com. cons. t.c. prices 0.15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 

Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. BPRS " " 

Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 
—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. : 

Notes: Premium-grade t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 

Effective dates: AOct. 17; BNov. 15; xNov. 16; -+-Nov. 23. 
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Indian Tank wagon prices listed below were obtained by OIL- Prices are tank truck ting, ex all taxes, apply- 
— sd . d GRAM correspondents who visited Standard of Indiana —— of ing for deliveries of gal or more; see below 
andara puilk plants where the company’s prices are publicly California for other deliveries. 


poste: 

Red Crown Gasoline Standard 
) Furnace 

Dir. Cons. Gasoline Kerosine 1-99 
T.W. T.W. Taxes Ww. 
Chicago, Ill. x16.3 x18.3 
South Bend, Ind. .. ¢17.0 x18.3 
Detroit, Mich. ....x16.3 x17.8 
Mpls.-St. Paul, Minn. ... +17.8 
Moines, Iowa re 3 y fe 
St. Louis, Mo. na ee 
Wichita, Kansas ...A14.9 16.6* 
Rs Bak x16.0 x17.5 
..+16.1+17.7 
i oes 4902 418.7 
Miwaukee, Wis. ...x16.8 x18.3 

+See below for prices on larger quantities. 

Effective dates: AOct. 29; +Nov. 1; xDec. 5; tDec. 12. 
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Phoenix, Ariz. 
Reno, Nev. 
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*Standard No. 2 Burner Oil. 
Standard Stanolex Stanolex Effective dates: xNox. 22; Nov. 23; +Dec. 7. 


Furnace Oil Fuel A Fuel C Taxes: Honolulu—Diesel/furnace oil price is ex 1 
100-399 400 gal 1-749 750 gal 1-749 750 gal all T.T. prices are ex Hawaiian gross income tax of 
gal over gal over gal over 2.5% to consumers. 


Chicago 15.1 14.6 x12.5 x11.4 x10.85 x10.1 Notes: For other deliveries 


Standard Furnace Oil ; 
Chevron (regular)—Add to l-and-over price 1¢ for 40-199 
— 100-349 175-849 350 gal 850 gal gal, 0.5¢ tor $00°399_ gal, ex at pace trade in Alaska where 
za zal gal = & over &over | 6 54 differential applies to 40-399 gal; for less than 40 gal, add 5¢ 
Mpls.-St. Paul 15.0* 14,3 13.8* gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
Miwaukee oe 16.0 oa 15.5 Deve and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines prices are 3¢ ead than Chevron (regular) for quantity delivered. 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
occupation, consumer g use taxes to be added, where applicable. 6¢ for 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, ct 
Discounts: Red Crown c.t.w. prices at some points subject to 3.5¢. ‘ 
varying discounts for quantity deliveries. Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
*Ternporary price. for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


DON’T STOP TO FIGURE — USE OUR PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CAN SUPPLY ANY RATE FROM .07 TO .351 — IN 1/10¢ STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALLONS. GALLONS SHOW IN RED INK AND DOLLARS AND CENTS IN BLACK. 


NEW Feature: 1000 to 9000 Gals. in 1000 steps. I ee ee 
DEGREE DAY SYSTEMS 39-30N 58th St., Woodside 77, N. Y. TWining 8-6666 


é territorial tax; 
1% to resellers, 
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Atlantic 


Kerosine & 
Gasoline No.1 Fuel No.2 Fuel Refining 
Taxes T.W. T.W. Philadelphia, Pa. 
15.0 14.6 Readin 
15.0 
16.6* 
15.5* 
15.9 
715.5 3 
15.5 ‘ Greensburg 
16.6* ; Wilmington, Del. 
15.0* esc Hartford, Conn... 
16.7* aaa New Haven 
15.5* Cia! Boston 
15.8* oi Springfield ..... 
15.1 Providence, R. I. 
Camden, N. J. . 
Newark 
Albany, N. Y. 
Binghamton 
Buffalo 
Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. . 
Richmond, Va. . 
Charlotte, N. C. .. 
Jacksonville, Fla. 
arr 


Soa 


— 
Renee. tte eee SS 


wv 
CARBYINAAWwWwaworen; 


— 

: RARRORSS 

' Ore Wwwoaw 
RAD 


DM Go III MDD 
dl sani eel sell seh eel al dl eel - 
MADAN AMAA 2D! 
aONKH USAAISC SO 


=e , 
wv. 
“a 


15.1 


SA DN NM 2 20 DD ADD & ad a 
CAWNAN DS Bolo DwWiNOOAADQAONDH ss sss > 
me et ee ek eet eet eet fee Pe nt et et 

SSO SM III IAIIMNMMMwoOWMo Pr iil: 
SSeSSSooooesooSSesesoseo tt ttt 


ARAN 
oa bm ps 


Heavy Fuels 
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Chattanooga 
Nashville ..... . 


*Price - * At. an Pe 166 i: = 9.0 Phil 
Effective dates: +Oct 2; xOct 23. er Pa. x10.27 x8.84 


Heavy Fuels Dealer cost: 23% 
No. 4 Fuel No. 6 Fuel below fair-trade 


Newark, N. J. j > a $4.354 $3.636 minimum s. s. 
Baltimore, Md. 4.59 3.68 Consumer t.w. 15.8 15.8 9.0 


Washington, D. C. 1,050 gal minimum 4.67 3.78 Notes: Premium-grade t.w. prices 2.5¢ above regular. 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. Kerosine—Thru Pa. & Del., add 1¢ gal. for t.w. deliveries of less 
Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of than 100 gal. at one time. Camden—Add 1¢ for deliveries of 100-299 
300 gal or more; add 1¢ for 100-299 cal for less than 100 gal. gal., 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. x Effective Nov 16. 


Loaded with 
VALUE 2 


Oilco Loader 
No. 901 


Bey. 2 


od 


UseoooSooooSoooooooosesosesoooessesecsesoe 
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A new and simplified tank truck loading 
assembly, featuring economy, efficiency and 
dependability. Equipped with double ball bearing 

swing joint, and an unfailing SPRING COUNTER 
BALANCE, INSURING EFFORTLESS OPERATION. 

The unit includes a shockless loading line valve and telescopic 
sleeve, Sizes 2”, 22” and 3”. Oilco always meets your needs in the 
realm of loading assemblies. 


Representatives in all leading cities 


OIL EQUIPMENT MANUFACTURING COMPANY 


INCORPORATED 





3100 VERMONT AVE LOUISVILLE 11, KY 
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Tank Wagon Prices 





Ohio Standard 
Sohio X-Tane Gasoline 

(Regular Grade) No.1 No.2 
Consumer Gasoline Kerosine Sohio- Sohio- 

Resellers T.W. S.S. Taxes T.W. Heat Heat 

19.8 20.4 8.0 15.6 15.6 14.6 

20.0 20.9 8.0 15.6 15.6 14.6 

20.3 21.4 8.0 15.6 15.6 14.6 

20.3 21.4 8.0 15.6 15.6 14.6 

20.3 20.4 8.0 15.6 15.6 14.6 

20.3 20.4 8.0 15.6 15.6 14.6 

20.3 21.4 8.0 15.6 15.6 14.6 

20.3 21.4 8.0 15.6 15.6 14.6 

20.3 21.4 8.0 15.6 15.6 14.6 

Portsmouth 3 20.3 21.4 8.0 15.6 15.6 14.6 
Toledo . 20.3 20.4 8.0 15.6 15.6 14.6 
Youngstown i 20.3 21.4 8.0 15.6 15.6 14.6 
Zanesville . 20.3 21.4 8.0 15.6 15.6 14.6 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal 


add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 34 
above regular. S.S. prices are at company-operated stations. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 


Esso 
(Esso Gasoline Regular) Furnace Oil 
Dealer Gasoline Kerosine No. 2 fuel 
T.W. Taxes T.W. 
AP SAIC ARRIESE® yeaa mean ’ 17.0 
Halifax, N. S. d 17.0 
St. John, N. B. 5. 
Charlottetown, P.E.I. ................ 
ee Se ee a ee 
Toronto, Ont. 
NN SMR ieee hk Seb scons ved 
Winnipeg, Man. 
eget. SESE Ee COR ng eran 
ee, MN os PREC eee es he CR es 
SES SREP OR a 
Calgary, Alta. 
I i ee 
Vancouver, B. C. 


Taxes: Gasoline taxes are provincial taxes. 

Notes: 
Premium-grade gasoline t.w. prices 3¢ above regular. 
*Price is for premium grade. 
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Saves from 15% to 30% on delivery 
Assures safety and cleanliness, 
VENTALARM Signals are Underwriters 
Laboratories Listed, and approved by 

Leading Fire and Safety Authorities. 
A full variety of models to satisfy every 
tank condition, new or old. 


FULL PATENT PROTECTION 


“SCULLY SIGNAL COMPANY 
174 Green Street, Melrose 76, Mass. 


Canadian Licensee: EMPIRE BRASS MFG. CO., LTD., London, Ontario 





Humble 
Humble Gasoline Gaso- Kerosine 
Oil Regeler line Tank Re- 
T.W. Retail Taxes Wagon tail 
Dallas, 


Tex. x15.3* x19.7* 8.0 13.3 17.5 


Fort 

Worth 115.3** 419.7 8.0 13.3 17.5 
Houston 15.2 20.7 8.0 13.3 17.5 
San An- 

tonio 15.5 230 .38 02:88 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 3¢ 
above Esso Extra. *Price of 11.5¢ to con- 
tract dealers only; 16¢ at company commis- 
sion service stations only. **Price of 14.6¢ 
to contract dealers only. 
Effective dates: xNov 2; tNov 16. 


Kentucky Crown Gaso- 
Standard Desler Tans 


Covington, Ky. ... 16.4 
Lexington 17.5 
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Taxes: 

Gasoline tax column includes these city & 

county taxes: Mobile, 2¢ city; B 

1¢ county; Montgo , 1¢ city & 1¢ county; 

Pensacola, 1¢ city. r taxes not included 

in prices: Georgia, kerosine, 1¢; Mon 

7 kerosine, 1¢; Mississippi, kerosine, 0.5¢. 
fective Nov. i. 


Texas Co. 


Ft. Worth 
Wichita F; he 
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Port Arthur .... ‘ . 

Notes: T.W. prices are for min. 50-gal. 

liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 2.5¢ above regu- 
Hat except Houston & Port Arthur, 3.5¢ 
igher. 


Continental Oil 

(N. B. Prices are Continental's tank wagon 

prices. Current selling prices may vary from 

those shown because of local conditions). 
Conoco Gasoline 


Denver, Colo. . 
Grand Junction 19.2 
Puebl 7 
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Twin Falls, Ida. 
Albuquer.,.N.M. 


CWS oOwCowexSSsooowworwo 
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Muskogee, Okla. 

Oklahoma City f 

Tulsa 5 9.5 
Taxes: Gasoline taxes include these 

taxes; Albuquerque & Roswell, 0.5¢; 

Fe. e & Casper, 1¢. 

xEffective Dec. 11. 
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Crude Oil Prices 





Domestic—Prices in effect Dec. 15, 1956, but subject to later correction: in $ per bbl. of 42 U. 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 
ALABAMA—Citronelle Schedule M: Gulf 


ARKANSAS—Sweet Crude 


ete A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl fields 


A: Carter, Cities Service, Conti- 
Gulf, Phillips, Pure, Shell, Sinclair. 
ind, Texaco. 
below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


nen 
Stanol 
ne 


Schedule N: Esso. 
Hamphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 
Schedule P: Ark. Fuel. Esso. 


Schedule F 
Eunice & Other Fields: 

Schedule E (24-29 gravity): Cities Service, 
Sun. 
LOUISIANA—East 
Delhi & Other Fields: 

Schedule N: 
Fairview & Other 

Schedule 0: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Serv Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun. 


MISSISSIPPI—Eucutta & Other Fields 
Schedule Q: i. Gulf (schedule extends 
down to below 18) 





MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 


Schedule A: Carter, Phillips, Texaco. 
Schedule D: Continental, Ohio, Stanolind. 


MONTANA—Sour Crude 


Schedule R: Carter, Ohio Oil, Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 


Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 


Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanclind, Texaco. 


NORTH DAKOTA—AIll fields 
Schedule A: Stanolind, Pure 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, 
nental, Guif, Magnolia, Phillips, Pure, 
Sinclair, Stanolind, Sun, Texaco. 


Conti- 
Shell. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, 
Phillips, Shell, Sinclair, Stanolind, Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair. 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Phillips, Stanolind. 
Anahuae & Other Fields: 

Schedule F: Cities Service, Gulf, 
Magnolia, Phillips, Pure, Republic Shell, 
clair, Sun, Texaco. 

Arcola & Other Fields: 
Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 
Goose Creek & Other Low Cold Test Fields: 
10¢ above Schedule E (24-30 Gravity): 
Humble, Stanolind, Sun, Texaco. 
Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 

Humble, Stanolind. 


Humble, 
Sin- 
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TEXAS—North, North Central 
Schedule A: Continental, Gulf, 

Simelair, Stanolind, Texaco. 

Cooke & Grayson Counties: 
Schedule D: Sinclair. 


Magnolia. 


TEX AS—Northeast 
(Asphalt Crudes) 


Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Texaco. 
Schedule D: Phillips. 


TEXAS—Southwest 
Blanconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

10¢ above Schedule H (24-29 Gravity): 

Humble, Magnolia, Sinclair, Sun, Texaco. 
Refugio Light & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, mena Republic, Sinclair, Sun. 
Refugio Heavy 

10¢ dbase” Schedule H 
Humble. 


(20-26 Gravity): 


TEXAS—West Central 


Schedule D: Cities Service, Humble, Mag- 
nolia, Stanolind, Texaco. 


TEX AS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shel!, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 
Schedule A: Carter, Stanolind. 
Schedule D: Continental, Ohio Oil, 
Sinclair, Stanolind. 


Pure, 


WYOMING—Sour Crude 


Schedule R: Carter, Ohio Oil, Pure, Sinclair, 
Stanolind (schedule extends down to 15-15.9). 


FLAT PRICES 
ARKANSAS 





Smackover (Ark. Fuel, Gulf) 





Crude Oil Prices 





ILLINOIS 


Ill. Basin (Ashland, Carter, Gulf, Magnolia, 
$2 


Ohio, Pure, Shell, Sohio, Texaco) 
Ill. (Sohio) 
Dudley field (Sohio) 
Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (Owensboro-Ashland) . 
Owensboro area (Ashland) 

Raglard Grade (Ashland)........... 
Somerset Grade (Ashland) 

Western Ky. all fields & pools (Sohio).. .. 


LOUISIANA 


Bayou Pigeon (Republic) 

Bivens (Atlantic) 

Baquearie Seeerst Lime: 
condensate (Ark. Fuel) 
Condensate (Gulf) 
Crude (Ark. Fuel, Gulf). . . 

Neale (Atlantic) 

North Louisi Cond 
Cotton Valley (Esso 

South Louisi Cond 

Sweet Lake (Pure) 

Urania (Ark. Fuel) 

Ville Platte (Continental) 











MICHIGAN 


Only lowest and highest postings of each company’ 

are shown below. 

Bay Pipe Line: 
Elmwood oy 


Leonard Pipe Line: 
Clare City. 62 
Fork & othe 98 


Pure: 
Adams & Deep River See .80 
NS os bh ods Genco cise Waues ‘ 04 


Simrall: 
48 
06 


Sohio: 
Coldwater...... Gatien é .08 


MISSISSIPPI 


Baxterville: 
Condensate (Gulf) 
Crude (Gulf)..... 


Central Miss. Condensate: 
Fayette (Esso).......... 
Gwinville (Esso) . . 

MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 





OHIO 

Cleveland & other fields (Sohio).......... 
Corning (Ashland) . 

Corning (Seep) 

Lima (S. O. Ohio)....... 
PENNSY:VANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair)... . 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep).... 

Middle Penna. (Seep) 

Southwest Penna. (Seep).... 
Zanesville, Ohio (Ashland). . 
TEXAS 

Benedum Condensate (Shel!) 


Chapel Hill: 
Condensate (Sinclair) 
Crude (Sinclair) 


Clay Creek (Sun) oul 
Conroe (Humble, Sun, Texaco) 


Van (Humble, Pure)... . 
WYOMING 

Big Sand Draw Condensate (Si 
Byron (Ohio Oil) ; 
Byron (Stanolind) 

Garland (Ohio Oil)... .. 
Garland (Stanolind).. . 

Hidden Dome (Ohio Oi!) 
Oregon Basin (Ohio Oil, Texaco) 
Oregon Basin (Stanolind) 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
. y Buena Elk Huntington Kettleman 1 Wheeler 

Gravity Vista* Hillst Beach Inglewood Hills Torrance Ridge Wilmington 
2.34 
2.38 
2.43 
2.47 
2.52 
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2.62 
2.67 
2.71 
2.75 
2.80 
2.85 
2.90 
2.95 
3.00 
3.05 
3.10 
3.15 
3.20 
3.23 
3.25 
3.28 
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Sunset. 
Stevens Zone. 
#Long Beach. 
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How to keep customers...HAPPY! 


Here’s the perfect combination to increase your business ...a happy customer 

with a brand-new set of Dunlop’s. You'll make MORE money and MORE friends 

on every sale, with a Dunlop Franchise. 

Dunlop tires are internationally-known for outstanding quality, safety, comfort, 

and dependability. They give Dunlop customers the extra margins of safety and security 
they need...and YOU the kind of talking points that put profits in your pocket. 


It will pay you to get the full Dunlop story. Write or phone for details. 


it's worth more to you to ell DUNLOP 


DUNLOP TIRE AND RUBBER CORPORATION, 61.//a/o, New York... Founders of The Pneumatic Tire Industry 
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Right down the petroleum production line... 


Mac HANDLE THE IMPORTANT JOBS 


Like every other industry with challenging, big- 
time hauling jobs to do, the petroleum industry 
depends on its Macks... . all the way from drilling 
wells to service station deliveries. Petroleum pro- 
ducers have found through long experience that 
their equipment travels at the lowest cost per mile 
. . . their products move at the lowest cost per 
gallon .. . in the Mack made for the job. 


Whatever you have to haul, wherever you want to 
haul it, if it’s an important job, it’s a Mack-sized 
job. Users agree that no other heavy-duty truck 
is engineered to the tough, demanding jobs with 
the same thoroughness and precision as Macks... 
no other truck can be counted on for the same high- 
volume, high-efficiency hauling, year after year. 


Want proof? Ask operators of Macks. Any Mack 
Branch or Distributor will gladly give you names. 


FACTS ON MACKS 


Did you know that Mack makes more of its component 
parts than any other truck manufacturer? Engines—both 
diesel and gasoline—frames, transmissions, gears, axles, 
cabs ... all are products of the most precise mass pro- 
duction techniques in the automotive industry. This is one 
good reason why the familiar expression ‘‘Built like a 
Mack” symbolizes the utmost in strength and endurance. 


FIRST NAME FOR TRUCKS 


Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 


“Have trucks, will travel’’ applies to today’s fast-moving drill- 

ing crews. Large Mack diesels haul derricks and drilling equip- 

, ment weighing as much as 100 tons to field sites, usually many 

+, miles from paved roads. Here trucks stay till the job is finished, 
me often furnishing engine power for pumping or drilling. 








es rk 
Lengthening fuel lines. Heavy-duty Mack trucks help to 
lay and maintain America’s arterial system of oil pipe lines, 
which now totals 193,700 miles of pipe 2” to 30” in diameter. 
Other big Mack units haul crude oil to gathering lines and 
transport refined products from pipe line terminals. 


Distributing petroleum products of all kinds is a job for 
Mack tanker trucks. These volume haulers deliver gasoline 
and diesel fuel to service stations and farms, fuel oil and 
liquefied petroleum gases to millions of homes, industrial 
and institutional buildings at a fraction of a cent per gallon. 








YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN'T ADD SPACE 


Photographs illustrate “before” and “after” 
views of the luberoom at Kienstra Service 
Station, 8880 N. Broadway, St. Louis, Mo. 


. 
BEFORE 


@ AFTER 


YOUR CUSTOMERS DESERVE THE BEST in products, services and the best in 
fixtures. Station interiors designed by Shure “‘Space-Merchandising” Engineers 
will get you more sales of TBA, gas and oil, from every square foot of space. 


Write for folder 
showing full line 
and suggested 


arrangements for 
THE SYMBOL OF 


“ero uma MANUFACTURING CORPORATION  serex mercnancisiwc 


1601 S. HANLEY RD. + ST. LOUIS 17, MO. 
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Santa Rosa 









*Shallow draft only. 





% Puerto La Cruz. 





stated pan gh “ee per “bol. diferent 
above those shown, exce; 


—~ fh, for pg sold 


indicated subject to varia on from prices shown — ge cage 
men 
Shell de Venezuela, reole Petroleum, ye Ben Petroleum, 
Grande, 6—Richmond E 
Venezuela, 9—Texas Petro 


per eee 
Bachaquero ............. 
rrr 
Bachaquero ............ 
Bachaquero Heavy ....... 
Bolivar Dist. Heavy ...... 
Bolivar Dist. Heavy ...... 
Bolivar Dist. Heavy ...... 
— Dist. or - ca ane 
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CD. lL ckaccowssceed 


don se 
sa ane (Pedernales)t 


Stabilized Condensate . . . 
Joaquin 


i, ERE err La Piedras 


Tia 
Tia Juana 102 L.P. ...... Amuay 


F 2. CRS ocecooes Puerto La Cruz 
II ok a hea vo tats i 
Differential per 4 degree gravi we bbl. 
lies for each full 1 degree aa of above 41.0 and for each 


oration, 7—Sinclair Oil & Refining, 8—Socony Mo 


Gravity 
41.0-41.9 
16.5-16.9 
14.5-14.9 





. Flat 
About 15/16 
About Pie. 


24.5-24.9 
24.0-24.4 
29.5-29.9 


29.5-29.9 


41.0-41.9 


Moot oe 47/48 


0-42.9 
41.0-41.9 


34.0-34.9 
16.5-16.9 
17.0-17.4 


bbl. 3.5¢ bbl. 
ll 1% degree gravity below 41.4. 
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Foreign—Prices in effect Nov. 15, 1956, but subject to later corrections; in $ per bbi. of 42 U. 


Prices PS al flo =k for pte a FOB vessels at ports shown; effective at time vessel 
or t pan Rages ye and to availability and other terms 

lies for gravities below and 
at points other than those 
change in transportation 
clon Development, 2— 
5—Mene 
bil Co. de 


2.10* 
5* 


VLNNeENNNN 
wu 
No. 
*e 


N¢ 
BPRBAs 


2.55* 


Flat 2.20 
2.20# 


Flat 2.20 
Flat 2.12 
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AWwUw; 
Beas 
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** 


xDifferential 


@Deepwater mooring. #Also available at La Salina at 3¢ bbl. less. tAlso available FOB 


S. gal., except as noted. 


MIDDLE EAST (cont.) 


Kuwait (ex Mina-al-Ahmadi) 31-31.9 1.72 


BP Trading, Gulf Explor., Mobil Overseas. 


Quator (ex Said) 


Esso Export, Mobil Overseas 41-41.9 2.10 
BP Trading, CFP, Shell Pet. 40-40.9 2.08 


Eastern Mediterranean 


Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 
Esso Export 36-36.9 2.69 
M.E. Crude Sales, Mobil Over- 
seas 34-34.9 2.65 
Iraq (ex Tripoli, Lebanon/Banias, Syria) 
Esso Export 36-36.9 2.69 
CFP 36-36.9 2.46 
Mobil Overseas 35-35.9 2.67 
FAR EAST 


Price is in U.S. dollars per bbi. of 42 U.S. 


gal., FOB Lutong, Sarawak, as posted by 
Sarawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 

Seria Light, 37-38 API $2 





Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gal. 
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& 

— 
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Alberta 

Acheson/Stony Plain D-2, D-3, mn $2.54 
Armisie L.C. 2.52 
Battle Vikin - ae - aoe 
Duhamel 5 D-3 . 2.52 
Excelsior Bs 2.46 









Golden ve 2, D-3 2.51 
Joarcam-North Viking 2.46 
Joarcam-South Viking 2.45 
Joffre Vikin: : :. ae 
Leduc-Woodbend D-2, D-3 2.60 
Malmo D-2, L.C. 2.59 
Malmo D-3 ‘ 2.49 
New Norway D-2 2.59 
New Norway D-3 2.32 
Peavey .. 1.89 
Pembina Cardium 2.52 
edwater D-3 2.49 
Sturgeon Lake D-3 ; 2.29 
Sundre ... ; ee 
Westward Ho ... 2.305 
Manitoba 
Daly area-Mississippian 2.34 
East Cromer (Daly)-Mississippian 2.20 
Virden area- Miaielippien . 2.39 
Woodnorth- Mississippian 2.28 
Ontario 
Oil Springs Receiving Station 3.00 
Sarnia by t.w. or t.c. 3.30 
12th Line Receiving Station 3.20 
Saskatchewan 
Alida 2.615 
Eureka De 2.38 
Frobisher : ~ 2.625 
Ingoldsby 2.17 
Kingsford East 2.355 
Nottingham . 2.59 
Rosebank 2.34 
BS i" ; ? 2.26 





Turner V. (Alta) Crude: ‘Prices FOB pro- 


ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ a per deg. of grav. 
to 64 & over at $3,285 














and above those shown. 








Crude 
Arabian (ex Rastanura) 


Mobil Overseas 





MIDDLE EAST 


Prices are per bbl. of 42 U.S. gals., exclusive 
of local port or other governmental charges 
sales taxes, etc., if any; FOB loading port in- 

dicated, for gravities shown ; 2¢ per bbl. differ- 
ential per degree of gra vity applies for below 


(Iranian Branch), 
Mobil Overseas, Texaco (Iran). 
dent, Iran Atlantic. 
Int’l, | egg Tide 


Persian Gulf 


Esso Export, M. E. Crude Sales, 
4- 


Basrah, Iraq (ex Fao, Iraq) 
CFP 


BP Trading, Mobil Overseas, 
Esso Export, Shell Pet. ... 


franian (io Bandar Mashur). 
BP Trading, Esso Export, Shell Pet., CrP 
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Iran Calif., 


Gulf Int'l, 
Am. In depen - 
Richfield Tran, Signal 
Water-Iran, Hancock 
‘ Western-Iran, San Jacinto East- 
ern, N.1.0.C. 


ramen ight (ex og A 


Esso rt, 
Branch), Shell Pet., Guif Int’l, Iran Calif 
Mobil Overseas, Texaco (Tran), Tran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran. 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
tern, Signal Int'l, 


Iranian Heavy (ex Abadan 
BP Trading, CFP (Iranian Branch), 
Pet., Iran Calif., Mobil 
Iran, Pac. Western-Iran, Texaco (Iran), Iran 

Atlantic, Sohio-Iran, Signal Int’l, Am. Inde- 
pendent, Richfield Iran, Gulf Int’l, San Jacin- 
to Eastern. 


34-34.9 
CFP ( woe 


Am. Independent. 
31-31.9 


1.86 


Shell 
Overseas, Tide Water- 








NPN Gasoline Index 


Dealer T.W. Tank Car 


(cents per gal.) 
Dec. 14 16.38 12.72 
Month ago 16.40 12.71 
Year ago 16.17 12.53 





Dealer index is an average of dealer 
tank wagon prices ex tax in SO cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul. Western Pennsyl- 
vania, California, Philadephia, Jackson- 
ville, Boston, and Gulf Coast. 




































Statistics 


Gasoline Consumption by States, August 1956 


ae pear Petroleum Institute figures) 
x Ratet Month of- —~—8 Months Ending With—- 
ugust July 1956 Aug. 1956 ug. 19: 
Cents Gallons Galions Gallons 
541,029 ,000 
-498 ,000 
336,144, 
3,758,812 ,000 
404 ,376 ,000 
440 ,868 ,000 
94,831,000 
186 , 358 
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Total 48 States and D. of C.. ney 862,414,000 5, . 4,973,179, 87, 468,309,000 
Daily Average. ...... 156 ,852 ,000 168 ,300 ,000 160,425, 153,559,000 
Change from previous year: 


Total change rut a " +1, 420 ,458 ,000 
} : +4. ‘ +3 51% 


33| 333332332333332333 


BS|E 
a 
or 


Percentage change in Daily Average 
+These are State tax rates per gallon. In addition there is the Federal Tax of Three cents (8¢) per gallon. 


*Consumption figures for California subsequent to December 1, 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quantities 
of which are not available currently nor prior to December 1, 1955. ie 





; , iti Memphis, Tenn. 16.10 21.90 10.00 31.90 
Gasoline Prices for 54 U. S. Cities Louisville, Ky. ..... 16.70 20.90 10.00 _—i-30.90 
Dealer tank wagon and retail prices for regular-grade (housebrand) Cleveland, Ohio .... 16.80 21.40 8.00 29.40 
gasoline in 54 representative U. S. cities on Dec. 1 compiled by Cincinnati, Ohio 2 16.80 21.40 8.00 29.40 
National Petroleum News are shown below. Figures are in ¢ per Indianapolis, Ind. ra 16.70 21.90 7.00 28.90 
gal.; (i) and (d) indicate increase or decrease as compared with Chicago, II. oe 16.30 22.10 8.00 30.904 
Oct. 1. Tax column includes only motor fuel taxes levied as such. Detroit, Mich. pais 16.30 22.40 . 32.20# 
State and/or local sales taxes, where applicable to motor fuel, are Milwaukee, Wisc. .... 16.80 22.90 i 31.90 
included in service station (tax included) prices at points marked Twin Cities, Minn. ... d-14.50 d-19.40 ; d-27.40 
with # sign. Fargo, N. D. a 16.10 21.40 q 30.40 
Service Tax Service Huron, S. D. rs 17.20 23.30 . 31.30 
Dir. T.W. Station (incl. 3¢ Station Omaha, Neb. ..--.... 4-15.70  d-20.90 ; d-29.90 
(ex tax) (ex tax) federal) _ (incl. tax) Des Moines, Ia. .... 15.50 20.90 29.90 
Average U. S. 4-16.15 4-21.46 8.79 4-30.33 St. Louis, Mo. Miers i-19.90 i-26.90 
Portland, Me. 15.40 20.90 10.00 30.90 Wichita, Kans. bes 14.90 19.90 27.90 
Manchester, N. H. 15.40 20.90 8.00 28.90 Tulsa, Okla. ... 49.90 4-14.40 d-23.90 
Burlington, Vt. 17.80 24.30 8.50 32.80 Little Rock, Ark. .... 16.10 21.40 30.90 
Boston, Mass. .... 14.40 18.90 8.00 26.90 New Orleans, La. ...-. 15.20 i-22.60 J i-32.60 
Providence, R.I. 15.60 20.90 7.00 27.90 Dallas, Tex. ... ms 14.60 19.70 y 27.70 
Hartford, Conn. 15.60 20.90 9.00 29.90 Houston, Tex. . 4-15.20 i-20.70 i-28.70 
Buffalo, N.Y. d-16.90 24.30 J 31.504 Albuquerque, N. M. 17.90 24.50 34.00 
New York, N. Y. d-16.30 23.70 ‘ 31.604 Denver, Colo. .. $14.50 16.90 ’ 25.90 
Newark, N. J. 14.90 — 19.90 : _ 26.90 Cheyenne, Wyo. . 4-17.40 24.50 ; 33.50 
Philadelphia, Pa. 14.60 = i-19.90 / 1-28.90 Great Falls, Mont. ...  d-18.50 d-25.50 ; d-35.50 
Wilmington, Del. 16.10 20.90 : 28.90 Boise, Idaho 19.20 24.40 z 33.40 
Baltimore, Md. ...- 15.70 22.20 / 31.20 Salt Lake City, Utah 17.70 4-20.90 J d-28.90 
Washington, D. C. 16.20 21.90 y 30.90 Reno, Nev. .......... 19.30 25.50 . 34.50 
Charleston, W. Va. 16.30 23.90 : 32.90 Phoenix, Ariz. 18.10 21.90 y 29.90 
Norfolk, Va. .. 15.80 4-15.90 / d-24.90 Los Angeles, Calif. .. 16.40 19.90 . 28.90 
Charlotte, N. C. 16.30 d-19.90 y d-29.90 San Francisco, Calif. . 16.90 _ i-22.90 . i-31.90 
Charleston, S. C. 15.40 22.80 ' 32.80 Portland, Ore. ....... 17.40 22.90 F 31.90 
Atlanta, Ga. . 11.40 16.40 . 26.50# Seattle, Wash. . 17.50 1-21.40 ; i-30.90 
Jacksonville, Fla. 16.60 21.60 } 31.60 Spokane, Wash. . 19.70 25.40 x 34.90 
Birmingham, Ala. 16.90 21.90 32.90 
Jackson, Miss. 15.90 20,80 31.904 *Includes 1¢ city tax. **Includes 0.5¢ city tax. 
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About Oil People 


Stanton Smith: It started with tooth-marks 


‘Spend Money to Make Money’ 


Ernst E. SMITH, board chairman of 
Smith Oil & Refining Co. of Rockford, 
Ill. (See page 84), recalls the days 
when son Stanton K. left his tooth- 
marks on some of his Rockford play- 
mates. It created no end of pain and 
neighborhood friction. 

The pain is gone now and so is the 
friction. At 52, Stanton K. Smith has 
put a different, pleasanter kind of 
mark on Rockford business and the 
oil industry. 

One of Stan Smith’s favorite ex- 
pressions is, “You've got to spend 
money to make money.” He’s made 
some since taking over as president of 
Smith Oil in 1946: Gallonage is up 
from 17-million to 113-million a year, 
assets have risen from $2.8-million to 
$8-million, and capital and retained 
earnings are up from $1.1-million to 
$5-million. 

He’s also spent some. Father and 
son had different views on how to go 
about expanding or even mending 
weaknesses in what was a rather 
simple jobber operation up to ten 
years ago. After one lunchtime policy 
argument. Stan left his father this 
note: “If sons always followed in 
their father’s footsteps, we'd be living 
in caves and eating nuts.” 

Spend and Expand—That kind of 
thinking tipped the scales in favor of 
expansion—and spending. Smith Oil 
had a terminal at Fulton, Ill.; after 
assuring its supply of from 
Gulf Oil Corp. in 1946, the company 


added a 220,000-bbl. terminal at Peru, 
Ill. That enabled it to keep up with 
post-war business expansion in its old 
market, and also to expand its terri- 
tory. 

Now, Smith Oil is more complex 
than simple. Occasional supply-trans- 
portation pinches impelled it to build 
the new pipe line terminal at Rock- 
ford. 

Smith Oil started as a paint com- 
pany in the 90s, but in 1917 Stan’s 
grandfather, Charles G. Smith, built 
Rockford’s first service station. It 
turned out to be a gold mine: the U.S. 
was then fighting World War I and the 
government built Camp Grant on the 
outskirts of town. The wartime boom 
brought trucks, cars and jitneys; sol- 
diers were lined up around the clock 
for Smith gasoline. Stanton recalls 
manning the pumps for as long as 12 
hours a day. 

He left the pumps for college and 
Dartmouth’s Amos Tuck School of 
Business Administration, then came 
back to the company as a chemist. He 
later moved over to sales and became 
sales manager. During World War II, 
Stan took a leave of absence to serve 
as executive assistant to the president 
of a local machine-tool manufacturing 
company. 

For Auld Acquaintance—Stanton 
Smith probably knows as many oil 
men as anyone in the industry—more 
than some top major-company offi- 
cials. This comes from industry work 
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like his service as national committee 
chairman of the Oil Industry Informe- 
tion Committee in 1953. 

Stan was elected to the board of 
American Petroleum Institute the 
same year and serves as chairman of 
API’s history and public relations 
committees. In 1954, he was vice 
chairman of API’s marketing division. 

In addition, Stan has irons in the 
local political fires. His liking for direct 
political action paradoxically forced 
him to turn down a Republican bid to 
run for mayor of Rockford. Local 
GOP leaders adhere too strongly to 
over-conservative ideas, Stan believes, 
and running for office on such a con- 
servative ticket might not be reward- 
ing in a town controlled by “the other 
party” for years. 

But Stan Smith doesn’t shy away 
from civic responsibilities. He’s board 
chairman of the $5-million Rockford 
Memorial Hospital project, has head- 
ed the local Chamber of Commerce, 
and is a trustee of Rockford College. 

His work keeps him away a lot from 
his family circle, which includes his 
wife, three children and three grand- 
children. His younger son, Charles, 23, 
manages Smith Oil’s newest super-sta- 
tion. 


Bennet: He can eat almost anything 


Don't Give in to Ulcers 


B. F. BENNET didn’t. In fact, it was 
his ulcers that gave Bennet a chance 
to form his own company in Denver. 
Now, Bennet is not only celebrating 
his 50th year as an oil jobber.on Jan- 
uary 3, but he reports, “I can eat 
pickles, ice cream and almost any- 
thing.” 

Bennet got his start in the oi! indus- 
try because he was good at fixing 
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wooden barrels. In 1906, he was work- 
ing for Weicker Transfer & Storage 
Co., repairing leaky wooden oil bar- 
rels; T. T. Cox, manager of Great 
Western Oil Co., learned of Bennet’s 
skill. He induced Bennet to go to work 
for him despite the warning of 
Weicker officials that “autos will never 
take the place of horses; you’d better 
stay with us.” 

Bennet worked at Great Western as 
a warehouse foreman and recalls they 
handled “only one grade of gasoline, 
which sold for 10¢ a gal. Kerosine 
sold then for 8¢ a gal.” 

When Great Western was sold in 
1920, Bennet joined E. E. Sommers in 
founding the Sommers Oil Co. with 
Sommers as president and Bennet as 
vice president. 

Their business was successful from 
the beginning. By 1931, they sold 
close to 10,000 bbl. of Quaker State oil 
and more than 3-million gal. of gaso- 
line a year. The firm is credited with 
being the first in Denver to use night 
sign lighting at their stations and the 
first to supply airmail planes. 

Sommers left the firm in June 1928, 
and Bennet was sole owner until 1933, 
when, because of his ulcers, he sold 
the business to Continental Oil Co. 

“I was seriously ill with ulcers,” 
Bennet says. “I had seven hemorrhages 
and was unconscious for a while be- 
fore they gave me transfusions. The 
doctor said he didn’t expect me to live. 

“I got back on my feet and decided 
to retire, planning to travel. But while 
I was at Chicago for the Century of 
Progress, some of my former employes 
at Sommers wired me that Pennzoil 
was looking for a distributor in Colo- 
rado.” 

At the urging of his former work- 
ers, Bennet re-entered the oil jobbing 
business in 1934, founding the Bennet 
Oil Co. 

At first business was slow, but with 
hard work, he steadily built up his lube 
oil business and also became a dis- 
tributor for Socony-Vacuum (now 
Socony Mobil) in the Denver area. 
Last year gasoline sales topped 6-mil- 
lion gal. Lube sales have paralleled 
this increase. 

In 1937 Bennet brought two new 
men into the firm, Herbert T. Rapp, 
vice president, and Roger MacDonald, 
secretary. Together they’ve built Ben- 
net Oil Co. until it’s now the third 
largest jobbership in the Denver area. 
Bennet has 15 stations, his own bulk 
plant and a separate Pennzoil ware- 
house, and services 25 additional sta- 
tions. 

“If 1 have had success it’s because 
of my fine employes,” Bennet modestly 


156 


asserts. More than half his 28 employ- 
es have been with him for ten or 
more years. 

Still a hard worker despite his 76 
years, Bennet spends two hours in his 
office each morning. The rest of the 
day he spends visiting stations and 
dealers. 

When he can get away, Bennet likes 
to travel. He’s already visited every 
city in the U.S. with a population 
over 100,000, and taken a 61-day 
cruise around the coasts of South 
America. 

After 50 years in the oil business, 
Bennet still doesn’t plan to retire. But 
he does hope to find time for a lot 
more traveling. 


Don Ward and convention friend* 


A New Man Takes Over 


Don Warp of North Carolina now 
has two new jobs and one new title. 
The secretaries’ committee of the Na- 
tional Oil Jobbers Council designated 
him chairman for the coming year. 
As secretary of the North Carolina Oil 
Jobbers’ Assn., he had previously been 
given the enlarged responsibility of 
running the association himself. This 
followed the retirement of Will Parker 
as executive secretary (NPN—Dec. 
*56, p189). 

Lean and intense, Ward goes about 
his business with a driving enthusiasm. 
He can announce door prizes with the 
fervor of a pep leader at a big-game 
rally. The same zeal goes into prepara- 
tion of a jobber program or analysis 
of a member’s insurance plan. 

Ward is an accountant by training. 
After a hitch in the U.S. Navy during 
World War II, he went to the Uni- 
versity of North Carolina, majoring in 
accounting with a B.S. degree from 


*Smiley, mascot of the Carolina Hotel, 
Pinehurst, N. C. 


the School of Business Administration. 
He joined the jobber association upon 
graduation. 

As secretary, Ward will be insur- 
ance and tax counselor for members, 
arrange conventions, edit the associa- 
tion bulletin and make association de- 
cisions. In effect, he has been serving 
as an intern and now he is being tested 
with full responsibility. 

A native Tarheel, Ward was born 
in Greensboro, where he went to pri- 
mary and high school. He played var- 
sity baseball at college as an outfielder 
and now coaches Little League teams. 
He teaches Sunday school at the First 
Baptist Church of Raleigh and is a 
director of the Raleigh Junior Cham- 
ber of Commerce. He and his wife 
Anne recently celebrated their second 
wedding anniversary. ® 


Briefs... 


At the 36th annual meeting of the 
American Petroleum Institute, Jake 
L. Hamon, of Dallas, Tex., and Frank 
M. Porter, of Oklahoma City, Okla. 
were re-elected chairman of the board 
and president, respectively. 

Assisting them will be: D. L. Con- 
nelly, vice president and a director 
of Warren Petroleum Corp., Houston, 
vice president for production; Dwight 
T. Colley, vice president and general 
manager of marketing for Atlantic 
Refining Co., Philadelphia, vice presi- 
dent for marketing; H. W. Ferguson, 
vice president of Humble Oil and Re- 
fining Co., Houston, vice president for 
refining; B. B. Jennings, chairman of 
the board of Socony Mobil Oil Co., 
New York, vice president for trans- 
portation; Lacey Walker of the API 
office in New York, secretary; and 
R. H. Stewart, assistant secretary. 
Connelly, Colley, Ferguson and 
Stewart are new officers. The others 
were re-elected. 

As incoming vice president, Colley 
automatically becomes chairman of 
the general marketing committee 
(NPN, Dec. '56, pi87). Stanley D. 
Breitweiser, Vickers Petroleum, Wich- 
ita, will be vice chairman and W. G. 
King., Jr., Richfield Oil Co., secre- 
tary. 

New members elected to the general 
committee of the division of mar- 
keting are: Spencer C. Baggs, Wasatch 
Oil Co., Ogden, Utah; V. A. Bellman, 
Socony Mobil Oil Co., New York; 
Paul Deer, Bonded Oil Co., Spring- 
field, Ohio; Norman Foley, retail 
dealer from Fresno, Calif.; L. D. 
Fraser, Imperial Oil Ltd., Toronto; 
E. W. Gould, Jr. Gould Oil Co., 
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Hyannis, Mass.; F. O. Koontz, Qua- 
ker State Oil Refining Corp., Oil City, 
Pa.; A. Senecal, Jr., Al’s Atlantic Serv- 
ice, Melrose Park, Pa.; P. L. Vander 
Jagt, Utah Oil Refining Co., Salt Lake 
City, Utah; and Thomas G. Wise, 
Husky Oil Co., Cody, Wyo. 

Appointed from the board of di- 
rectors to serve on the marketing com- 
mittee are: S. H. Elliott, Standard Oil 
Co. (Ohio), Cleveland; C. Z. Hard- 
wick, Ohio Oil Co., Findlay; John 
Harper, Harper Oil Co., Long Island 
City, N. Y.; R. L. Kent, Kent Oil 
Co., Salina, Kans.; and B. L. Majewski, 
Great American Oil Co., Chicago, II. 

Division of marketing men who re- 
ceived the API “Certificate of Appre- 
ciation” were Dwight T. Colley; 5. G. 
Jordan, vice president of marketing 
for Shell Oil Co.; and Frank B. Mark- 
ley, vice president of sales for Sun 
Oil Co. 


Anthony L. Panzera of Ideal Fuel 
Oil Corp., Queens, is the new presi- 
dent of New York Qil Heating Assn., 
succeeding Joseph L. Farrell of Island 
Petroleum Co., also of Queens. Other 
officers for the new year are: William 
J. Ellison, Petroleum Heat & Power 
Co., Queens, vice president; Joseph A. 
Ross, Jr., Modern Utilities Engineering 
Co., New York City, treasurer; Clyde 
O. Caldwell, Esso Standard Oil Co., 
New York City, secretary; and David 
J. Hamilton, Geo. A. Hamilton, Inc., 
Queens, sergeant-at-arms. 

New board members are Phil Hoff- 
man, Revere Halson Co., Brooklyn, 
and K. Van Bramer, Approved Oil 
Co., also of Brooklyn. 


* 

Dan J. Carmichael is the new senior 
analyst in the marketing research di- 
vision of Continental Oil Co.’s co- 
ordinating and planning department, 
headquartered in Chicago. 


* 

Paul H. Snyder has been named 
manager of the product supply co- 
ordination section of Atlantic Refining 
Co.’s domestic marketing department. 
William A. Lindsay succeeds Snyder 
as manager of the automotive section. 


» 

Joseph T. Cummings is general man- 
ager of operations and sales for the 
E. H. Kellogg Co., Mt. Vernon, N. Y., 
lubrication manufacturers and export- 
ers. Cummings was formerly with 
Paragon Oil Co., where he managed 
sales for the motor oil division. 


a 
George D. Commas and Harry L. 
Conner have been elected vice presi- 
dents of Esso Export Corp., interna- 
tional marketing affiliate of Standard 
Oil Co. (New Jersey). Comnas will 


head the new crude and product sales 
department, and Conner will continue 
as cOmpany comptroller. 
a 
In a major re- 
organization of 
Union Oil Co. of 
California’s mar- 
keting depart- 
ment, dividing 
wholesale and re- 
tail responsibili- 
ties, Roy Linden, 
vice president and 
sales manager, has 
been named vice 
president in 
charge of marketing. 

R. H. Rath, formerly central ter- 
ritory manager, was named sales man- 
ager, dealer sales; W. L. Spencer, 
formerly manager of national and re- 
finery sales, was named sales manager, 
direct sales. 

In the company’s three primary 
West Coast marketing territories, re- 
sponsibilities will now be divided be- 
tween dealer sales and direct sales. 
Prior to this move, a single manager 
had been charge of each territory. 

; @ 


Bellman Willets 

Vernon A. Bellman, domestic mar- 
keting manager of Socony Mobil Oil 
Co., Inc., has been elected a member 
of the board. He succeeds Herbert 
Willets as director in charge of domes- 
tic marketing. At the same time, Wil- 
lets, who retains responsibility for the 
company’s petroleum chemicals de- 
partment, takes over the portfolio of 
employe relations. Formerly it had 
been held on a temporary basis by J. 
C. Case, following the retirement of 
C. Francis Beatty. 

Glenn L. Werly, manager of the 
retail merchandising department, suc- 
ceeds Bellman as domestic marketing 
manager. Harold E. Jenkins, manager 
of the merchandising division of the 
retail merchandising department, suc- 
ceeds Werly. 

At the same time, George D. Me- 
Daniel, general manager of the East- 
ern region, becomes assistant for 
dealer-distributor relations reporting 
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directly to Bellman. Arthur W. Warn- 
er, manager of the Philadelphia divi- 
sion moves up to New York to succeed 
McDaniel. 


e 
Quentin W. Regestein, manager of 
the New York City division, was ap- 
pointed to the new post of administra- 
tive assistant to the director of domes- 
tic marketing. 


€ 

Dennis E. Youngblood is the new 
assistant to the vice president of the 
Patterson Oil Co., Philadelphia, an 
affiliate of Eastern Gas and Fuel As- 
sociates. Youngblood was formerly 
operations manager for Great Lakes 
Solvents, Inc., Chicago, a distribution 
and storage firm for petro-solvents, 
petro-chemicals and fuel oils. 


s 

Roland Parcel, Parcel Oil Co. 
(Texaco), Centuria, Wisc., has sold 
his business and is retiring from the 
oil industry to return to his first love, 
aviation. Carl C. Knudsen and his 
father, Carl, Sr., have taken over the 
operation of the plant and will operate 
under the name of Knudsen Oil Co. 


ao 
The Price County Oil Co., Catawa- 
ba, Wisc., (Cities Service) has been 
taken over by Lloyd Helland. 


@ 

L. T. White, director of business re- 
search and education for Cities Service 
Petroleum, Inc., has been named vice 
president of the Society for Advance- 
ment of Management’s small business 


program. 


* 

Gene Williams, son of the late Rus- 
sel S. Williams (NPN—Dec. ’56, p99), 
has been chosen president of Gase- 
teria, Inc., succeeding his father. Other 
officers are: Russell Williams, Jr., ex- 
ecutive vice president and chairman of 
the executive committee; Paul H. Lo- 
gan, vice president; William A. Kar- 
sell, secretary; and William Barr, 
treasurer. 


e 

C. M. Gile, vice president of Gulf 
Oil Corp., has retired after 30 years 
with the company. He was most re- 
cently based in Denver, Colo., on spe- 
cial assignment. Giles was vice presi- 
dent of the domestic marketing de- 
partment from 1946 to January 1955. 


a 

At the annual meeting of the Na- 
tional Oil Jobbers Council, Clint El- 
liott, Elliott Oil Co., Pine Bluff, Ark., 
was re-elected president. Miles Mills, 
Sr., Oils, Inc., Des Moines, Ohio, was 
elected vice president and Myles Hall, 
Como Oil Co., Duluth, Minn., was re- 
elected secretary-treasurer. 

It was decided to enlarge the basis 
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of representation on the board of 
directors. Newly elected members are: 
Franklin L. Kundahl, Crown Petro- 
leum Corp., Hartford, Conn.; Dave 
De Tar, Aero Oil Co., New Oxford, 
Pa.; B. T. Bonner, Cracker State Oil 
Co., Newnan, Ga.; W. G. Des Champs, 
Jr., Bishopville Petroleum Co., Bishop- 
ville, S. C.; Frank E. Robshaw, South 
Atlantic Oil Co., Palatka, Fla.; Roy J. 
Thompson, Apex Motor Fuel Co., 
Chicago, Ill.; V. H. Kellerman, Star 
Oil Co., Port Huron, Mich.; Don Con- 


don, Condon Oil Co., Ripon, Wisc.; 
L. E. Moody, Moody Oil Co., Decatur, 
Ala.; Milton G. Acker, Clinton Serv- 
ice Co., Clinton, Miss.; E. J. Connable, 
Moto-Pep, Inc., Memphis, Tenn.; C. 
J. Skartvedt, Skarty Oil Co., Rapid 
City, S. D.; John Decker, Big River 
Oil Co., Bismark, N. D.; Melvin Hall, 
Melvin Hall Oil Co., Noel, Mo.; and 
George W. Calkins, Merchants Oil 
Co., Denver, Colo. 

W. D. Givens is chairman of the 
nominating committee and E. J. Con- 
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facturing GASBOYS, KEROBOYS, OILBOYS, 
AND ROTABOYS for the Oilman is our full- 
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+ + + This specialization is the 
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Wilson pumps and outfits. 


Backed by over a quarter of o century of 
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nable, vice chairman. Members are: 
R. B. Ritter, G. W. Veurink, Martin 
H. Heine, R. E. Buncutter, H. E. 
Milton, J. Parks Gwaltney, Tom 
Strong and John Harper. 


The Florida 

Petroleum Mar- 

keters Assn. has 

appointed Victor 

Eugene Maples 

executive secre- 

tary, succeeding 

Mrs. Jill Wood- 

ruff, who resigned 

because of illness. 

Maples until re- 

cently was assis- 

tant personnel 

manager of the St. Regis Paper Co. in 

Jacksonville. He was born in Missouri 

in 1925, served in France during 

World War II and upon his discharge 

from the Army accepted a civilian 

position as assistant personnel officer 

with the Army. In 1949, he entered 

Florida State Univérsity at Tallahassee 

and was graduated in 1953 with a 
B.S. degree in public administration. 


Robert G. Elmore has been appoint- 
ed district sales manager at Seattle for 
General Petroleum Corp., succeeding 
H. J. Byers, who has been trans- 
ferred to northern California as divi- 
sion sales manager. GP has also an- 
nounced that G. M. Desmond is the 
new sales training representative in 
the Los Angeles office, and M. E. 
Townsam is dealer training co-ordina- 
tor in the retail merchandising depart- 
ment. 

e 

Charles H. Dearborn, formerly as- 
sistant coordinator of management de- 
velopment for Esso Standard Oil Co., 
has joined the executive office of In- 
ternational Petroleum Co., Ltd., Esso 
affiliate, in Coral Gables, Fla. 


e 

P. W. Judah, manager of the lubri- 
cating department of Socony Mobil 
Oil Co., has been appointed manager 
of the newly established petroleum 
chemicals department. Paul A, White 
moves up in the department to suc- 
ceed Judah. 


aa 
L. G. Jefferson has been appointed 
manager of Signal Oil Co.’s southern 
sales district, succeeding E. F. Steen, 
who retired last September. N. L. 
Yuille has been named assistant south- 
ern district manager, the post formerly 
held by Jefferson. 
e 
The appointments of new managers 
at five Sun Oil Co. sales districts were 
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recently announced. They are: Emory 
M. Osgood, at River Rouge, Mich.; 
David H. Durham, at Pittsburgh; 
Richard H. Sterling, at Dayton, Ohio; 
Frederick Heerde at Louisville, Ky.; 
and James Moor, acting manager at 
Burlington, Vt. 

William A. Romeiser, previously in- 
dustrial products manager at the River 
Rouge district, is now manager of the 
industrial products division at the 
Middle Atlantic region. 

Sun also announced that Dr. J. Ben- 
net Hill has retired as director of the 
research and development depart- 
ment. 


* 

W. G. Lehman and James V. Pick- 
ering have been elected directors of 
Standard-Vacuum Oil Co., overseas 
marketing company. 

* 


L. C. Rowson has been named as- 
sistant manager for the West Coast of 
The Texas Co.’s liquefied petroleum 
gas division, with headquarters in Los 
Angeles. This appointment extends 
Texaco’s LPG sales division activities 
to the West Coast for the first time. 
Previously, Rowson handled the sale 
of LPG products on the West Coast 
for Texaco’s producing department. 

2 
Albert H. 
Zinkand has been 
promoted to as- 
sistant manager 
of Tidewater Oil 
Co.’s tri-state 
northwest mar- 
keting district 
with headquarters 
in Seattle, replac- 
ing F. E. Attig, 
recently transfer- 
red to the com- 
pany’s Los Angeles marketing opera- 
tions. Until his promotion, Zinkand 
was manager of the Oakland, Calif., 
zone sales activities with headquarters 
in Alameda. 

Robert Meiklejohn, Jr., has been 
appointed assistant to the eastern divi- 
sional transportation manager. 

s 


Ralph L. Hennings, former distribu- 
tor sales representative for Tidewater 
Oil Co., Utica, N.Y., has resigned to 
become sales manager for the Van 
Dyne Oil Co., Inc., Troy, Pa. 

. 


Wisconsin jobbers are busy expand- 
ing these days. Among those who have 
recently built new service stations are: 
Wallace Early, Early Oil Co. Frederick 
(Phillips); Virgil Edson, Butter City 
Oil Co., Baron (Skelly); and LC. 
Turner, I. C. Turner & Son, Baraboo 





(Phillips). Jack Schenk, Schenk Oil 
Co., Randolph, (Pure) 1s adding to his 
number of bulk plants with a new one 
in Nekoosa. His others are at Rudolph 
and Wisconsin Rapids. 


* 

The Mississippi Valley Oil Mens 
Club held its first annual Ladies Night 
last month and it proved to be a big 
hit with the men as well as their ladies. 
The club, not yet two years old, boasts 
a membership of between 50 and 60 
with all major companies and most 
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nection is completed and operative. 


e protection against static electricity, NO 
loading rack should be without the Gilbarco 
Electronic Indicating Ground. It provides a safe 
ground plus sure indication that the ground con- 


independents in the area represented. 
Numerous equipment companies and 
installation and repair men are rep- 
resented by associate members. Earl 
G. Strupp, W. H. Barber Co., is presi- 
dent; Fred C. Barhoover, Shell Oil 
Company, vice president; and Jack 
Smith, Penn-O-Tex Oil Corp., secre- 
tary-treasurer. 


< 
Loren C. Borders and W. H. Tuttle 
have sold the Service Oil Co. (Texaco) 
at Campbellsburg, Ky., to the Sinclair 
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WRITE NOW FOR FULL DETAILS— 
learn how little it costs to 
have this POSITIVE protection 
and safety for your loading 
racks. It is low-cost insurance. 


It is low cost insurance against the hazard of 
static electricity at Bulk Plants, Chemical Ter- 
minals, Tank Farms, Marine Terminals — wher- 
ever there is loading and unloading of volatile 


liquids. 


it’s safe — eliminates the ever present source of 
danger at all loading racks — faulty grounds 


which lead to fire. 
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is not causing a faulty ground. 


January, 1957 + NATIONAL PETROLEUM NEWS 





About Oil People 





Refining Co. At the same time, Tuttle 
sold Sinclair Oldham Oils (Conoco), 
at LaGrange, Ky. The two companies 
have been merged and will be headed 


FAST FUELOIL DELIVERY 


by Tuttle. 
* 

Tidewater Oil Co. has announced 
the appointment of the Worcester Pe- 
troleum Corp. as its consignment dis- 
tributor in the Worcester, Mass., area 

Fig. 231-A 


Officers are Sylvester Donohue, presi- 
dent, and Joseph Donohue, treasurer. 
The Donohues also head the Donohue 
Coal Co., a major fuel oil distributor 
in the area. 





Morrison fuel oil hose nozzles are noted for their speed of 
delivery and sure tight closing action. 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 
ness after the nozzles are closed. 


Raymond = J. 

Wolf has been 

named to manage 

a special sales di- 

vision at Co-oper- 

ative GLF Ex- 

change, Inc., of 

Ithaca, N.Y. The 

new division will 

sell oil products 

outside of GLF 

in a new move 

that reserves a 

policy of selling 

only to GLF retail agencies. H. Ellis 
Ross, GLF’s petroleum division per- 
sonnel supervisor, takes over Wolf’s 
former job as sales-service supervisor 
for GLF’s 66 bulk plants in New 
York, New Jersey and Pennsylvania. 


A variety of these nozzles is made to meet every delivery 
problem. 


Fuel oil deliveries are made simpler, safer, and faster with 
the Morrison fuel oil hose nozzles. 











In the New York office, John I. 
Mingay has been appointed assistant 
general manager of the marine de- 
partment. Marvin E. Lundfelt suc- 
ceeds Mingay as manager of the de- 
partment’s operations division. 

C. H. Coe has been promoted to 
manager of the company’s new Louis- 
ville sales district which covers most 
of Kentucky and part of Indiana. 

& 


Terry Carpenter, head of the Terri- 
ble Terry chain of service stations in 


MORRISON BROS. COMPANY 
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DUBUQUE, 10 
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Scottsbluff, Neb., won a seat in the 
state legislature in the November elec- 
tions. Carpenter is the man who tried 
to nominate Joe Smith at the Republi- 
can convention (NPN—Oct 56, 
p210). 


Deaths... 


A. D. “Pop” Schwander, 56, South- 
west division operations manager of 
Humble Oil and Refining Co., San An- 
tonio, Tex., died Nov. 17 in Santa 
Rosa hospital from a heart attack after 
a brief illness. He joined Humble in 
1923 in the sales accounting depart- 
ment. ® 
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Coming Meetings 


JANUARY 1957 


Kentucky Petroleum Marketers Assn., 
annual meeting, Brown Hotel, Louis- 
ville, Jan. 8-10. 

AArkansas LP-Gas Assn. Inc., mid-year 
meeting, Hotel Lafayette, Little Rock, 
Arkansas, Jan. 13-14. 

Society of Automotive Engineers, annual 
meeting and engineering display, The 
Sheraton-Cadillac and Statler Hotels, 
Detroit, Jan. 14-18. 

Independent Oil Men’s Assn. of New 
England, Inc., annual meeting, Statler 
Hotel, Boston, Jan. 17. 

Kansas Oil Men’s Assn., annual meeting, 
Broadview Hotel, Witchita, Kansas, 
Jan. 20-22. 

Texas Oil Jobbers Assn., financial man- 
agement institute, Lincoln Hotel, 
Odessa, Jan. 21-23. 

Northwest Petroleum Assn., annual meet- 
ing,- Nicollet Hotel, Minneapolis, Jan. 
23-24. 

Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York, Jan. 24. 
Private Truck Council of America, an- 
nual convention, Jefferson Hotel, St. 

Louis, Jan. 31-Feb. 1. 


FEBRUARY 1957 


Petroleum Packaging Institute, committee 
of packaging, Lord Baltimore Hotel, 
Baltimore, Md., Feb. 5-6. 

AL iquefied Petroleum Gas Assn. regional 
convention, Hotel New “Yorker, 
N.Y.C., Feb. 12-15. 

Intermountain Oil Jobbers Assn., New 
Frontier Hotel, Las Vegas, Nevada, 
Feb. 13-15. 

Nebraska Petroleum Marketers, Student 
Union Building, University of Ne- 
braska, Lincoln, Feb. 14-15. 

lowa Independent Oil Jobbers Assn., an- 
nual meeting, Hotel Fort Des Moines, 
Feb. 20-21. 

Missouri Petroleum Assn., annual meet- 
ing, President Hotel, Kansas City, 
Feb. 25-27. 

AP® Division of Marketing, lubrication 
committee, Sheraton-Cadillac Hotel, 
Detroit, Feb. 26-27. 

Wisconsin Petroleum Assn., annual meet- 
— aera Schroeder, Milwaukee, Feb. 


MARCH 1957 
ASociety of Automotive Engineers, 


national passenger car, body, and ma- 
terials meeting, The Sheraton-Cadillac 
Hotel, Detroit, Mar. 5-7. 

Alllinois Petroleum Marketers Assn., 
Pere Marquette Hotel, Peoria, IIL, 
Mar. 11-12. 

AOil Trades Assn. of New York, Wal- 
oe Hotel, New York, Mar. 

4Texas Oil Jobbers Assn., annual meet- 
ing, Rice Hotel, Houston, Mar. 14-16. 

AOhio Petroleum Marketers Assn., an- 
nual meeting, Deshler-Hilton Hotel, 
Columbus, Mar. 19-21. 

ASociety of Automotive Engineers, na- 


tional production meeting and forum, 


Hotel Statler, Buffalo, New York, 
Mar. 20-22. 

AFlorida Petroleum Marketers Assn. 
annual meeting aboard SS Evangeline, 
with ports of call at Havana, Nassau, 
Mar. 22-26. 

AWestern Petroleum Refiners Assn., 
45th annual meeting, Plaza Hotel, San 


Antonio, Texas, Mar. 25-27. 
APRIL 1957 


AMichigan Petroleum Assn., annual 
meeting, Pantlind Hotel, Grand Rap- 
ids, Apr. 9-10. 


Get —-_dPER PENETRATION 
in the consumer market! 


AAmerican Society of Lubrication En- 
gineers, annual meeting, Sheraton- 
Cadillac Hotel, Detroit, Apr. 15-17. 

ANational Petroleum Assn., 54th semi- 
annual meeting, Hotel Cleveland, 
Cleveland, Apr. 16-18. 

Alndependent Petroleum Assn. of Amer- 
ica, mid-year meeting, Buena Vista 
Hotel, Biloxi, Miss., Apr. 28-30. 

AThe Assn. of American Battery Manu- 
facturers, Inc., French Lick Hotel, 
Indiana, Apr. 30-May 1. 


AFirst listing. 


NEW, IMPROVED 
in design and 
performance! 


COMMERCE 


\\ <= 
a ais), 


CONSTRUCTION 


Step up motor fuel sales—enjoy bigger volume 
deliveries, fewer stops. New Tokheim Model 
48 turns the trick. Eliminates costly repair 
headaches. Assures safe, speedy, simplified 
service—minimum maintenance. Features high 
vacuum rotary gear-type pumping unit...new 
horizontal register dial... convenient nozzle 
boot, right on the front. Many other features to 
bring you BIG returns on your investment. 


See your Tokheim representative. 


MANY OUTSTANDING 
FEATURES! 


® New high-convenience 
housing design 
® New horizontal register 


e High-vacuum rotary gear- 
type pumping unit 


® Built-in by-pass valve 

® Built-in check valve 

® Explosion-proof motor 

e Removable strainer screen 
© Rugged welded chassis 


® Approved by the Under- 
writers’ Laboratories 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE SINCE 


1901 FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 


Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, indiana 
| 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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CLASSIFIED — | nouestic. saves MANAGER 


UNDISPLAYED RATE 


$1.80 a line (effective Jan. 1957). Minimum 

3 lines. Box numbers count one additional line. INTEGRATED OIL C0 

POSITION WANTED. Undisplayed rate is on 

half of above payable in advance. 


i : Unusual opportunity for outstanding petro- 
in sdvance for four consecutive insertions of | leum marketing executive to head up_all f th 
undisplayed ads. domestic sales for an aggressive, growing, i?) e 
integrated oil company. We are looking 

DISPLAYED RATE for a man with broad experience in success- ° 

Loupaeot ned’ Sostases Gppersecity abeerticing ful sales programs including directing of National 

appearing on other than a contract basis. all sales ee This - . — 

opportunity ‘or a man with ideas and ex- 

yg 4 te agency "commission. AN. Aw perience. We are looking for a top level Petroleum 
VERTISING INCH is measured % inch vertically man and intend to compensate him accord- 

on one column, 3 columns—-30 inches—to a ingly. 

2 The general offices are located in the East News 

Send NEW ADVERTISEMENTS and the marketing territory comprises 

a aes: ‘News, primarily the entire eastern seaboard. 
yy mae eR All replies will be held in strictest con- FACTBOOK 
February issue closes January 4tb. fidence. Address replies to 


P-3644 National Petroleum News 
Class. Adv. Div., P. 0. Box 12, N.Y. 36, N.Y. 


ASSISTANT 10 WHOLESALE SALESMAN to be published 
OPERATIONS EXECUTIVE ladeonadent ol itter conte cxerleeed aes | | in MID-MAY 1957 


— = — ge — oy - —_ 
o P ‘ . trave' ive qualifications, references and last salary 
Minimum of 5 years experience in retail f t . 

pee om will be a 


Service Station business. College graduate $W-3614 National Petroleum News 
or equivalent. Age 26-35. Top references. Class. Adv. Div. P. 0. Box 12, N.Y. 36, N.Y. 
Willing to travel extensively as required. 


Salary $7200.00 per year, car and expenses ’ 

with Group Benefits. BUYERS 
P-3756 National Petroleum News WAN i ED 

520 N. Michigan Ave. Chicago 11, III. GUIDE 

REPLIES (Box No.): Address to office neurcst you EMP I ‘ CANS 


¢/o This pons ee Adv. Div. 


A new 
FEATURE 



































NEW YORK: P. 0. Box 12 (36) oe 
CHICAGO, $30 N. Michigan Ave. (11) SURPLUS STOCKS — MISPRINTS 
SAN FRANCISCO: 68 Post St. (4) DISCONTINUED BRANDS — OVER RUNS 


UL CEMAUOYMENT lll | waRREN on. co. MARKETING 














Sapervinars Wanted. Independent Oil Te ny. 
ite giving all qualifications to W. _ —_. 


eanaenruamuaisinpigiy) | STEEL STORAGE TANS | | EQUIPMENT 


ais 2S. | | MANUFACTURERS 


1—6600 galion, 1948 Freuhuf, 3 compart- Other Tanks Too 
ments. 1—5000 gallon, 1948 Freuhauf, 4 com- Also — Complete — 4 






































a ~— —_ 7 3 —— <-~ Ones = eA Sangh 
ansas Ave., Kansas City, Kansas. Mayfair 
1-2363. | MARSHALL “DANWAY This new feature, com- 
(GUSRESSIOPPORTUNTES|] | eavevent corporation | | bined with the regu 
; 328-332 Connell Building ° 

7 Seranton 3 Pennsylvania, | TBA Directory and Buyers’ 
Bulk Oil Plants_-Propane Gas Plants—Selected of % i 
properties throughout the midwest. We specializ 00 
in selling petroleum gronertios, Ole Brodd Petro- Guide in the FACTB K, 
— Marketers, 605 Produce Bank Bldg., Minne- FOR SALE th t 0 will have 
apetle 5, Minncsote. es | 4 ornse. ened steel, three compartment means a y u 

andem ° 
Independent Jobbing Business in Iilinois doi: 400 gail ing! le, thr ment Fruehauf, 
| drs to er ager pr pe Ae or with 2 big sabendind, $500 0 . ne a ae aa iii available to you for the 
ncludes bulk plants, 4 company stations, 11 long ion, compartment tandem, ° . * ° 
term lease stations and 4 dealers. Also “ase. $500.00" first time in one place 
hewmen, general fice and. all ‘operding casi rut SUSTOM TRAILERS... 
men ery pro ing. t H ji 
sen seengite daule. Pelaxed Tatoo, Sorinatel, Miewur ALL the product directory 
Putnam, 3230 University Madison, Wis. and buying information of 
For Sale—Major Brand jobbing business in a FOR SALE o ° 
fine Wisconsin community. Handles 2,500,000 interest to you in your 
work. 


galions-srodects pins large GBA volume. in 6—Yale & Towne Tri-Rotor Pumps 200 AV. 
cludes 2 service stations, ers equip- 6—B-3L Rockwell Rotocycle Meters. 
ment. Gross sales sist § month 1956 is #419 19,297 This equipment nearly new—15% new price 
net p 5 ‘or same period. $ . ‘ 
ag to handle terms. Federa’ ated Suickean. David Slinger 
M. Putnam, 3230 University, Madison, Wis. Randolph, Wisc. 
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ADVERTISERS 


This index is published as a convenience 
to the readers. Every care is taken to 
make it accurate, but NATIONAL PETRO- 
LEUM News assumes no resvonsibility for 
errors or omission. 


American Can Co. 87 
American Flange & Mfg. Co 50 


Angelus Sanitary Can Machine 
Co. 112 


Aro Equipment Corp. 24 
Ashland Oil & Refining Co. 71 


Barmotive Products, Inc. 13 
Blackmer Pump Co. 82 
Bowser, Inc. , 83 
Brodie Co., Ralph N. 2nd Cover 
Buckeye Iron & Brass Works 32 
Butler Mfg. Co. 34-55 


Cappel MacDonald & Co. 22 
Capper Publications 148 
Chevrolet Motor Div. GMC 26 


Chicago Vitreous Enamel Prod- 
ucts 89 


Cities Service Oil Co. 45 
Compco Corp. 
Continental Can Co. 94 


Deep Rock Oil Corp. 142 
Degree Day Systems 144 
Dunlop Tire & Rubber Corp. 149 
Dupont de Nemours & Co., Inc., 

E. I. (Industrial Finishes) 30 


Dupont de Nemours & Co., Inc., 
E. I. (Petroleum Chemical 
Div.) 90, 123-124 


Eaton Mfg. Co. 39 
Electric Lighting Sales, Inc. 126 
Enjay Co., Inc. 93 
Equipment Sales Co. 131 
Ever-tite Coupling Co. 


Flow-Actuated Control Co., Inc. 142 
Fram Corp. 74-75 


Gates Rubber Co. .. 38 
General Tire & Rubber Co..... 311 
Gilbert & Barker Mfg. Co. 47, 113, 159 
Globe Union, Inc. ..... ; 114 


9, 55 


IN 


Goodrich Co., B. F. 
Gorman-Rupp Co. 
Gray Co., Inc. 
Guardian Light Co. 
Gulf Oil Co. 


Habbegger Co., E. O. 
Hartol Petroleum Corp. 


Indiana Oil Equipment Co 


Jones & Laughlin Steel Co. 4th Cover 
Jop Co., Edward 131 
Joyce-Cridland Co. 121 


Kim Hotstart Mfg. Co. 


Life Magazine 
Lincoln Engineering Co. 


Mack Trucks 

Marlow Pumps 

Milwaukee Valve Co. 
Modern Metal Products Co. 
Morrison Bros. 


National Cash Register Co. 12 
National Petroleum 
News 126, 131, 135, 162 


Neptune Meter Co. 6-7 
New England Petroleum Corp. 14! 


Oil Equipment Mfg. Co. 
OPW Corp. 


Paragon Oil Co. 
Patent Chemicals, Inc. 
Price Battery Corp. 
Progress Mfg. Co., Inc. 
Purolator Products 


Quaker City Iron Works 


Reo Motors, Inc. 
Republic Oil Refining Co. 
Richfield Oil Corp. 
Rockwell Mfg. Co. 
Rutledge Equipment Co. 
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Schrader’s Son 

Scovill Mfg. Co. 

Scully Signal Co. 

Shure Mfg. Co. 

Sinclair Refining Co. 
Socony Mobil Oil Co., Inc. 
Standard Oil Co. of Calif. 
Stewart Warner Corp. 


Ten Hoeve Brothers 131 
Tokheim Corp. 10, 15, 161 
Tokheim Corp. 164, 3rd Cover 
Tri-State Equipment Co. 13) 
Truitt, H. H. 131 
Tung-Sol Electric Co. 19 


United Motors Service Div. GMC 11 
U. S. Rubber Co. 27, 101 
U. S. Steel Corp. 23, 106-107 
Universal Valve Co. 122 


Viking Pump Co. 


Warner Lewis 

Wayne Pump Co. 42-43 
White Motor Co. 1 
Whiteway Mfg. Co. 33 
Wilson’s Sons, Inc., Wm. M. 131, 158 
Wood Co., John 17-18, 111 


CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mgr. 


Employment Opportunities 


Business Opportunities 


Equipment ( Used or 
Surplus New) 
For Sale 


Wanted 
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That’s right... 
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” TOKHEIM | 

A , model 55 

' BS oe) ie?) Wupviaveop 
PUMP with NEW 

See pe." EXTRACTOR 

_——=~lee = =" TYPE MANIFOLD 





v 
WRITE 


NOW FOR NEW 
BULLETIN! 


OKHEIM 


FIRST IN 
SUBMERGED PUMPING 








Spout assembly is held in inverted position by 
screw-on cover cap. All fittings are recessed. Flat 
cover surface speeds feta diate ps leh 7-2 B ji lelgelel om) slela. 


NEW 


J&L Utility 


Farm Can 


with 
self-storage 


spout / 


ee 


Jones & Laughlin 


STEEL CORPORATION 


CONTAINER DIVISION 
405 Lexington Avenue * New York 17, New York 


HOW 
REVERSIBLE 


SPOUT ASSEMBLY 


WORKS 


To pour, you simply mn ew elare! remove cap 
and protective metal seal. Spout is lifted out 
elileM olislacteMUMeleliiileuMiclm@eletisuisMetelliiselicte| 
above, two openings in the spout provide choice 
of fast or slow pouring speeds. For slow pour- 
ing, simply remove the small cap on the first 
opening. Spout is fastened with the screw-down 


cap you originally r ved from the cover 


Entire operation is completed in seconds 


e Large aperture for easy, 
fast refilling. 


e Ideal for nesting and stacking. 
Saves storage space. 


© No shipping cartons required. 


e Welded wire handle 
facilitates carrying. 


Write today for information on how new 
J&L all-purpose shipping and storage pail 
saves time and money. 


STEEL 





